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THE NATIONAL NEWSPAPER OF MARKETING . 


Blue Chip Stamp 
Plan Moves on 
to San Francisco 


San Francisco, Aug. 22—The 
San Francisco Bay area will have 
a new trading stamp plan in about 
six weeks. 

Officials of Safeway, Lucky, 
Purity, Louis, Hagstrom, and Lit- 
tleman stores and PX markets will 
initiate the Blue Chip stamp plan, 
introduced in Sacramento earlier 
this summer (AA, June 18), in an 
effort to meet the trading stamp 
craze. 

The group represents the Bay 
area’s largest food retailers and is 
under the chairmanship of A. R. 
Sargent, president of Purity Stores. 

Several hundred stores operated 
by the seven big retailers are ex- 
pected to commence handing out 
Blue Chip stamps with each pur- 
chase made at stores in Alameda 
County and most cities in Contra 
Costa and San Mateo counties, in- 
cluding Salinas and Watsonville. 

In the past several months, the 
trading stamp craze has swept the 
country, with more than 370 trad- 
ing stamp companies doing, at last 
report, a nation-wide business in 
excess of $490,000,000 annually. 


s The Blue Chip Stamp Co. was 
organized early this year in Los 
Angeles by food chain store groups 
there, purportedly to prevent the 
spread of trading stamp plans. 
Subsequently, Safeway, Lucky, 
(Continued on Page 89) 


Revamped Cake Mix 
Line to Get Push 
From Pillsbury 


MInNEAPOLIs, Aug. 24—Pillsbury 
Mills yesterday unveiled a line of 
six new cake mixes with which it 
hopes to recapture the top spot in 
the cake mix business. 


| for the line with newspaper adver- 
|tising on a market-by-market 
‘basis early in September, coin- 
ciding with local distribution, and 
will follow with national print and 
broadcast promotion in late Sep- 
tember, October and November. 


acterized by Paul S. Gerot, Pills- 
bury president, as so different 
from the old that Pillsbury “has 
started all over again” in the cake 
mix business. 


® The new mixes were developed 
after three years of research in 
which 32 cake formulas were 
tested by 496 women in Chicago 
and Washington. After they picked 
the cake they liked best, the re- 
searchers prepared a mix to match 
the cake. 

Key ingredient in the new for- 
mula is a shortening which Pills- 
bury says “literally explodes” into 
tiny droplets throughout the mix- 
ture as it bakes. It also contains a 
new flour specifically designed for 


baking powder and specially gran- 
ulated sugar. 


s A one-step mixing method, new 
ingredients and new formulas, the 
whole encased in a new package 


(Continued on Page 93) 


Create Industry Promotion Group, 


Harrington Urges 


Stop Fighting Selves; 
Tackle Other Media, 
Says Donnelley Exec 


Curcaco, Aug. 24—D. L. Har- 
rington, board chairman of Reuben 
H. Donnelley Corp., in a talk pre- 
pared for delivery tomorrow, pro- 
poses the formation of a direct 
mail advertising foundation to 
promote the direct mail medium. 

Mr. Harrington is keynote speak- 
er at the 35th annual convention, 
in Chicago, of the Mail Advertis- 


Direct Mail Men 


number of other MASA members 
would contribute their share of 
funds toward support of the foun- 
dation, he predicts. 

Mr. Harrington urges MASA 
members to stop trying to take 


business away from each other and | 


It will break heavy promotion 


The new products were char-| 


the new mix, a new fast-acting, 


ae 


| PortTLanp, Ore., Aug. 23—Jantz- 
en Inc. will increase its advertis- 


a] 
: ! * ° Sales Up 20%, 
\ pea Jantzen Boosts 
=# rs Ad Budget 15% 
Velist Bland Fortin 


; | Jantzen international sales con- 
vention this week. 

VELVET VISITATION—Procter & Gam-| Retailer merchandising aids as 
ble is introducing its new Velvet | well as many AN Narr 
Blend shampoo in Minneapolis | expance ginning Mm Jan- 
: _ uary, Al Citron, sales promotion 

_— a oe bags pe a manager, announced. As for sales, 
. | the projected mark is $51,000,000, 
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‘Affair’ of Ads, Politics 


TV Networks’ Losses 
May Hit $18,000,000 
NBC’s Sarnoff Laments 


San Francisco, Aug. 24—With 
the last gavel laid away and the 
last bombastic echo wave silenced, 
the communications media—and 
especially tv—were binding up the 
wounds inflicted by (1) one of the 
more routine Democratic conven- 
tions and (2) what some of its 
own delegates called the dullest 
Republican blowout in 50 years. 

Some of the post-mortem mut- 
ters by the media sounded remark- 
ably like, “Never again.” 

Television especially was bleed- 
ing, though the newspapers cer- 
tainly exhibited their quota of 
space-filling and thumb-twiddling 
on the part of expensive big-name 
commentators. The three video 


‘networks stood to lose millions 


even if the conventions had been 
as exciting as in ’52. As it turned 
out, they now expected to lose at 
least the same millions, plus all 
kinds of public favor and even 
sponsor good will. 

First major official to sound off 
on the matter was NBC President 
Robert Sarnoff, who wondered 
whether something couldn’t be 
done to lighten the burden of con- 
vention coverage. 


= Mr. Sarnoff told an informal 
(Continued on Page 8) 


tising, New York is the agency. ‘not including foreign sales. 

| At the opening session, Paul M. 

= De Koning, president and general 

Still Greater manager, announced that the goal 

of $26,000,000 set for 1956 summer 

lines had been exceeded by more 

D t Fl d than $1,000,000 in net sales so far. 

ecan er 00 Incomplete figures indicate do- 

mestic sales will reach $45,000,000, 

s an increase of about $9,000,000 

Is Seen by Linck over °55. Foreign sales will reach 
about $12,000,000, he said. 

Mr. De Koning attributed a large 
ue a ae le the 1956 gain to the intro- 
packaged in 36,000,000 decanters | duction of the company’s Interna- 
for this year’s Christmas sales. | tional Set swimsuit line, which was 

That prediction was made here | — out for the first time in 
today by George Linck, vp of Mel- - 
rose Distillers Co., at a conference| Botsford, Constantine & Gard- 
of the company’s sales and adver- "€%, Portland, is the Jantzen 
tising executives. Melrose is a di- | 28°°Y- 
vision of Schenley Industries. 
Mr. Linck’s prediction was 
based on a survey conducted by 
the company in 25 major cities. It 
showed, he said, “that almost 50% 
of the gift buyers in the US. are 
influenced in their selection by 
merchandise with built-in eye ap- 
peal, such as decanters. 
“Never in the history of the al- 
coholic beverage industry,” he 
said, “has the consumer been of- 
fered such a wide selection of de- 
canters as he will be this year.” 
Four of the company’s brands— 


Texans (Adult) Still Favor Newspapers, 


First Returns in 19-Market Study Show 


GALVESTON, Aug. 21—The Texas 
Daily Press Assn. yesterday heard 
the first reports on what may 
eventually be one of the biggest 
continuing media research opera- 
tions in the country. 

Joe Belden Associates, Dallas 
market research company, pre- 
sented the initial results of the 
$75,000 press association-sponsored 


to go after the real competition— Old Charter, Echo Spring, Melrose| survey which by November will 


the mailing departments of indi- 
vidual companies. “Only 20% of 
the direct mail business is handled 
by professional shops,” he says. 


s Although business in the US. 


is expected to continue to increase 


Rare and Cascade whiskies—will 


(Conitnued on Page 4) 


have covered 18 Texas markets 


_be marketed this holiday season in and one in Louisiana. 


From a check of the first find- 


Last Minute News Flashes 


ings, it appeared that in major 
Texas cities newspapers and radio 
are about neck-and-neck in per- 
centage of total homes reached, 
with television lagging somewhat 
behind. 


= It also appeared that—among 
adults, at least—the actual news- 
paper audience is still appreciably 
higher (from 25% to 50%) than 
either the radio or tv audience. 
The three reports made so far— 
each packaged in its own booklet 
—are for Houston, Dallas and 
Victoria. No attempt has been 
made by Belden to correlate the 
findings, though the information 
gathered has carefully been made 


Erwin, Wasey Is Named for U. S. Industries Drive 
New York, Aug. 24—U. S. Industries will launch its first institu- 
| tional advertising campaign in October. It is scheduled to run for 12 
months in The Atlantic, Business Week, Fortune, Harper’s Magazine, 
The New Yorker and U.S. News & World Report. Erwin Wasey & Co. 


in the future, there is nothing to 
guarantee that direct mail adver- 
tising will grow proportionately 
unless “we prepare for growth as) 
an industry and as individual busi-| 


ing Service Assn. The convention 

will run through Aug. 28. 
Pointing out that such media as 

newspapers, magazines, television 


comparable from one market to 
the next, and it is expected that 
the newspaper sponsors will do 
plenty of correlating. 


and radio all promote their busi- 
ness in many ways, Mr. Harring- 
ton says that “nobody sings the 
praises of direct mail advertising, 
and nobody will if we don’t.” 

A committee on the proposed 
promotional foundation should be 
appointed to work out the details 
of an advertising program and re- 
port back at the earliest possible 
minute, says Mr. Harrington. 


s “Basically,” he says, “the job of 
the foundation would be to as- 
semble the facts on our medium 
and get these facts, with all of 
their good implications, to the peo- 
ple who allocate and spend the 
advertising budgets of business 


and industry.” 
The Donnelley company and a 


ness men running our enterprises,” 
he comments. 

Direct mail is misunderstood, 
Mr. Harrington asserts. Sales and 
advertising executives do not real- 
ize how carefully this form of ad- 
vertising is read. It is vital that 
they understand this, he says. 

“We must not merely tell how 
good and effective our medium is 
and prove it,” he adds. “We must 
fight for our share of the adver- 
tiser’s budget, aggressively but 
fairly, by seeing his problem from 
his point of view. 

“What we must do is to persuade 
him to use direct mail when direct 
mail will do a better job for him 
than any other advertising—and 


that is all we have to do.” 


has been appointed the agency. The company’s other agencies remain 
unchanged and will continue to handle advertising for the company’s 
various divisions for product advertising. These include Albert Frank- 
Guenther Law and Grimm & Craigle Advertising Agency, both Chi- 
cago, and Charles Bawes Advertising, Los Angeles. 


‘Popular Mechanics,’ ‘My Baby,’ ‘Playboy’ Hike Rates 

Cuicaco, Aug. 24—Announcements late this week by Popular Me- 
chanics, Playboy and My Baby of new rates next year bring the total 
number of consumer magazines increasing rates within the next 10 
months to 56. (See story on Page 3). Effective with the February 
issue, Popular Mechanics will boost its b&w page rate from $2,700 to 
$3,000, an increase of 11%. Guarantee will remain at 2,250,000. Play- 
boy, as of its January issue, hikes its rates 83%, based on an in- 
creased circulation guarantee of 75%. Rate for a b&w page will go 
from $2,100 to $3,850; guarantee moves from 400,000 to 700,000. My 
Baby will move its b&w rate from $1,875 to $2,040, an increase of 
8.8%, with the January issue. Guarantee increases 8.3%, from 300,- 


000 to 325,000. 
(Additional News Flashes on Page 93) 


The material published is in 
three parts: Part 1 is an elaborate 
brand use analysis for some 46 
products. It measures both brand 
preference and total product use. 


# Part 2 provides “media defini- 
tion” for three media only—news- 
papers, radio and tv—including 
audience, exposure and saturation. 
In addition, there are a couple of 
pages on social and economic char- 
acteristics of newspaper readers in 
the market under survey. 

Part 3, which is not being pub- 
lished at this time, will provide 
“motivational” data on acceptance 
of advertisirig appearing in the 
three media, and on listening, 

(Continued on Page 93) 
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Personal Income 
in U. S. in 55 Hit 
$303 Billion Mark 


Wasnincton, Aug. 21—Personal 
income in the U.S. last year hit a 
record high of $303 billion. The 
figure was $19 billion more (7%) 
than in 1954, according to the U.S. 
Department of Commerce. 

Income gains from 1954 to 1955 
were highest (8%) in the South- 
east and West. Gains of 6% were 
registered in New England, the 
Middle East, the Southwest and 
the central regions of the country. 

. The rise in aggregate income in the 
Northwest was limited to 3% be- 
cause drouth conditions caused 
farm income in Kansas, Nebraska 
and South Dakota to fall sharply, 
the department said. 

Percentage increases in total in- 
come from 1954 to 1955 were larg- 
est in North Dakota (16%) and in 
Alabama and Nevada (13%). Only 

(Continued on Page 73) — 


GOP Post Office 
Plank Supports 
Summerfield 


Blames Democrats for 
Blocking His Efforts 
to Raise Postal Rates 


San Francisco, Aug. 22—Repub- 
licans promised the country today 
“the speediest and best” mail serv- 
ice that “ingenuity, technology and 
modern business management can 
provide,” and pledged themselves 
to work to make the Post Office 
“more nearly self-sustaining.” 

The party’s plank on postal af- 
fairs was a 100% endorsement of 
the efforts of Postmaster General 
Arthur Summerfield. It specifical- 
ly blamed Democrats for blocking 
his efforts to make the department 
“financially sound.” 

The plank reported that the ad- 
ministration’s postal experts have 
“undertaken and substantially 
completed the largest reorganiza- 
tion ever to take place in any unit 
of business or government.” 


s It said 1,200 new buildings have 
been added, and that the latest 
equipment is being installed 
wherever practical. 

“Through a program of research 
and development,” it said, “we are 
inventing new mechanical and 
electronic devices to speed the 
movement of mail.” 

Through modern methods of ac- 
counting, transportation and cost 
control, many millions of dollars 

(Continued on Page 91) 


FRANK J. O'NEILL has been named 
advertising and sales promotion 
manager of International Minerals 


oe 


Double M Is New 
Self-Do Stamp Plan 


for Retailer Groups 


Cuicaco, Aug. 24—The Double 
M Stamp Co., a new trading stamp 
counseling concern which will help 
voluntary buying groups, cooper- 
atives and small chains develop 
their own stamp companies, was 
launched today. 

The new company will operate 
as a Belnap & Thompson affiliate, 
according to Roy Belnap, presi- 
dent. Mr. Belnap also is president 
of Belnap & Thompson, national 
sales incentive organization. Dou- 
ble M also will take over opera- 
tions of the Belnap & Thompson 
trading stamp division. 

Double M will offer three types 
of services: (1) Advice and coun- 
sel to food operators who want to 
launch their own stamp companies, 
(2) premium promotional mate- 
rials, and (3) :complete adminis- 
tration of stamp companies for 
operators who prefer not to han- 
dle the actual management of 
their companies. 

“Most syndicated stamp plans 
cost the food stores from 2% to 
3% of their gross,” Mr. Belnap 
said. “However, if a good marketer 
controls his own stamp plan, he 
can often reduce this cost to less 
than 1% of gross—an important 
saving in the competitive food 
field.” 

Belnap & Thompson’s $1,500,000 
merchandise inventory will be 
available to the new company. 
Harold H. Heisler, a veteran of 20 
years in the premium, incentive 
and sales promotion field, has been 
elected general manager. Double 
M is located at 1104 S. Wabash 
Ave., Chicago. 


Knapp-Monarch Sets 
Push for Appliances 


Sr. Louis, Aug. 21—Knapp- 
Monarch Co.’s fall and winter ad- 
vertising program was unveiled 


this week for company salesmen | 900 


and officials by President R. S. 
Knapp. 

The electrical manufacturing 
company’s program calls for half- 
pages in consumer magazines, use 
of all three television networks 
and pages in trade publications. 

House Beautiful (including 
Guide for the Bride), House & 
Garden, Life and Living for Young 
Homemakers are the magazines 
selected for promoting the firm’s 
Liquidizer and Redi-Baker. Tv 
commercials on the same two 
products will be carried on NBC’s 


“Today,” ABC’s “Famous Film 
Festival” and CBS’ “Arthur God- 
frey Show.” 


Through a tie-in with Pillsbury 
(flour), the K-M Redi-Baker will 
be demonstrated by Godfrey on 
his CBS-TV show. 

The ad program was developed 
by Frank Block Associates, St. 
Louis, which got the account in 
July. 


Film Tells Ice Cream Story 

A color and sound motion pic- 
ture portraying the history ef ice 
cream and its place in the Amer- 
ican family’s social life is being 
produced for the Liquid Tight Pa- 
per Container Assn., Philadelphia, 
by Emil J. De Donato Film Pro- 
ductions, New York. The film, 
“An Ice Cream Dream,” is intend- 
ed for showings within the indus- 
try, on tv stations, and to school 
classes and civic and service clubs. 


| Borden Co. Names Gordon 


William W. Gordon, formerly 
with General Foods Corp. and 


|General Electric Co., has joined 
|Borden Co., New York, as adver- 


tising manager of the prescription 


& Chemical Corp., Chicago (A4* | products division. Mr. Gordon suc- 


Aug. 20). He formeriy was ad and 


|ceeds Ted Miller, who has joined 


sales promotion director of Sidney | Medical Digest as eastern adver- 


Wanzer & Son, Chicago dairy. 


tising manager (AA, Aug. 20). 


Somewhere...before dawn this morning...in Greater New York 
this draft for $100,000.00 was hidden’ 


Nee on 0 or te aman 


.Pinders keepers! 


Airfoam’ by Goodyear . all over Greater New York! i 


THEY’RE OFFi—New Yorkers will get a chance to scramble for a $100,- 


000 check hidden somewhere in 


the metropolitan area, after this 


spread appears Sept. 16 in the New York Daily News. The treasure 

hunt is designed to promote the “One-Seventy” air-foam mattress 

and the Englander Red-line Foundation manufactured by the Eng- 
lander Co., Chicago. North Advertising, Chicago, is the agency. 


Billings of 104 Canadian Agencies 
Reach Record $177,984,000 in ‘55 


Government Report 
Discloses 13.5% 
Increase Over ‘54 


Orrawa, Onrt., Aug. 22—Adver- 
tising placed and other services 
rendered by Canadian advertising 
agencies increased 13.5% in 1955, 
according to information released 
today by the Dominion Bureau of 
Statistics. 

Billings reached a record total 
of $177,984,000, compared to the 
previous peak of $156,162,000 in 
1954. 

Gross revenue rose nearly 13% 
to $27,690,000 from $24,579,000. 
Net revenue, before taxes, went 
up 19%, from $2,338,000 to $2,772,- 


The industry was on the march 
in all fields except in market sur- 
veys and other research, where 
gross revenue fell to $1,221,000 
from $2,350,000 in 1954. 
Otherwise, the number of agen- 
cies increased from 91 to 104; com- 
missionable billings rose from 
$154,467,000 to $174,925,000; mar- 
ket surveys and other research 
billings were up to $391,000 from 
$328,000 and “other fees” to $1,- 
925,000 from $1,368,000. 
(Continued on Page 91) 


British Plane’s 
U.S. Sales Trip 
Keeps Ads Hopping 


New York, Aug. 22—A British 
plane-making company is just 
winding up a whirlwind tour of 
U.S. cities, demonstrating its new 
turbo-prop 132-passenger job for 
American airline executives and 
the press. 

Young & Rubicam paved the 
way for Bristol Aircraft Co., Bris- 
tol, England, which flew its four- 
engine production model across the 
Atlantic and touched it down in 
New York, Chicago, San Francisco, 
San Diego, Denver, Miami, Wash- 
ington, Ottawa and Montreal. 


® The arrival of the plane, which 
boasts engines of 4,000 horsepower, 
was heralded in half-page ads in 
newspapers in those cities. Then, 
on the day of arrival, additional 
half-pages were used to tell of the 
Bristol] Britannia’s advent. 

A Y&R executive described the 
inter-city junket as a sales tour. 
No information was available on 
how many sales were made of the 
plane, which was described as an 

“interim aircraft between props 


(Continued on Page 95) 


‘Quick Dollar’ Is 

What Ails Radio, 

Station Man Says 
Dicsy, N. S., Aug. 24—Media 


competition, in recent years, has 
acted adversely on the radio 


broadcasting industry, causing it’ 


to engage in a “quest for the quick 
dollar.” 

A station operator made this 
complaint to some of his colleagues 
at an Atlantic Broadcasters Assn. 
convention today. He was Daniel 
W. Kops, exec vp of WAVZ, New 
Haven, Conn. 

Instead of “healthy” competi- 
tion, in which the medium “creates 
something the public will want 
even more,” Mr. Kops found radio 
operators engaged in “quick dol- 
lar” competition involving use of 
these tactics: 


# 1. “... Turning over a portion 
of the daily program to an outside 
outfit producing a ‘civic’ or ‘safe- 
ty’ boiler-room-produced program 
sold in the station’s community by 
a crew of telephone salesmen who 
have no interest in the local good 
will of that station or of broad- 
(Continued on Page 90) 
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Englander Hides 
$100,000 in N.Y. 
(Under Mattress?) 


Cuicaco, Aug. 22—The England- 
er Co., manufacturer of sleep 
equipment, will dangle a $100,000 
check before blase New Yorkers 
Sept. 16 in a treasure hunt de- 
signed to promote the “One-Seven- 
ty’’ Airfoam mattress and its Red 
Line foundation. 

The contest will be kicked off 
with a spread in the New York 
Daily News. Interest will be sus- 

| tained by 300 radio commercials 
per week in the brassy voice of 
Jerry Colonna. 

Additional clues to the where- 
abouts of the $100,000 draft will 
be available at Englander dealers 
in the metropolitan area, but the 
hunters will have to look between 
the featured products to obtain 
them. 


® If the draft has not been found 
by Sept. 24, a new set of clues 
will be made available through 
dealers. Additional hints will nar- 
row the search as the days pass. 

If the $100,000 remains unfound 
by midnight Sept. 29, the value of 
the prize will fall to $25,000. New 
information will be broadcast to 
help the hunters as the prize con- 
tinues to shrink, according to the 
following timetable: Oct. 1, $20,- 
000; Oct. 2, $15,000; Oct. 3, $10,- 
000; Oct. 4, $5,000; Oct. 5, $2,000; 
Oct. 6 and thereafter $1,000. 

For the benefit of the disillu- 
sioned who are convinced that 
such a large sum of money is too 
}much to hope for, a “One-Seventy” 
mattress and foundation will be 
given away daily. The 15 certifi- 
cates will be placed in easily ac- 
cessible locations. 


® The company and its agency, 
North Advertising, Chicago, be- 
lieve, however that the contest 
will stir up a furor, and they have 
taken precautions to keep the 
treasure hunt within the bounds 
of propriety. Broadcast flashes 
will give the reverse side of the 
coin—that is, tell where the $100,- 
000 is not hidden—whenever indi- 
cations of traffic congestion crop 
up. 

Validity of the contest is attest- 
ed by a New York bank, which is 
the depository of a map showing 


(Continued on Page 95) 


THE WHISPERING GIANT 
IS ON ITS WAY! 
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sPooky—Half-page ads placed by Young & Rubicam lend a note of 
suspense to the debut of Bristol Aircraft’s new prop-jet Britannia. 
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Schaefer Dies 
Integrates Ad 
Art with 6-Pack 


New York, Aug. 22—F. & M. 
Schaefer Brewing Co. is integrat- 
ing the basic art work on its new 
six-pack beer carton with its cur- 
rent advertising in 150 newspapers, 
6,800 car cards and 1,500 outdoor 
panels, plus tv spots in eight east- 
ern markets. Radio spots also are 
scheduled. 


PICTORIAL—The new Schaefer six- 

pack cartons show different scenes 

—all of which include a couple in 
familiar activities. 


Typical scenes in ads and in the 
packages show a couple with beer 


INTEGRATION—F.. & M. Schaefer Brewing Co. integrates the art work 
on its new six-pack carton with its advertising in newspapers, car 
cards and outdoor posters. 


Proliferating Philip Morris’ New Spuds, 


Parliaments Head for 


New York, Aug. 20—Philip 
Morris Inc., pace setter in cigaret 


packaging which this week intro-| bright red, white and gold flip-top | 


National Distribution 


| Son is the agency. 
| Packaging for the new size in a 


P&T Boosts Ad 
Budget 25% in 


| 


‘Comeback’ Push 


| Distiller Presses Lawsuit; 
Sets New Packaging, 


Brands for Holidays 


New York, Aug. 21—Park & Til- 
ford Distillers Corp., which has 
had tough going since the first of 


Rate Hikes Set by 53 
Consumer Magazines 


import brands (Vat 69 scotch 


gin to Hiram Walker, and Martel 
cognacs to Browne Vintners Co.) 
is launching “Operation Come- 
back.” 

Stanley L. Brown, P&T presi- 
dent, explained tc AA some of the 
things that are being done by the 


duced nationally the “long-size”| box is part of a widespread move ‘company ‘to get back into the prof- 


Philip Morris in a flip-top, crush- | bv Philip Morris to repackage most | 


proof box, plans to have national 
distribution of its Parliament and 
Spud brands completed by mid- 
September. All three brands will 
be advertised heavily in leading 


of its cigaret products. Marlboro, 
|introduced in January, '55, was the 
‘first of its brands to be packed in 
| the flip-top box. 


watching tv, a boy and a girl sit-| metropolitan markets using news-|# Early in April the company in- 


ting in the kitchen with beer and | 
snacks and a couple with beer on! 
the golf course. 


paper pages and spot tv. 
The “iong” Philip Morris, which 


troduced Parliament with an en- 
tirely new blend and a filter 


|made its bow regionally in April|mouthpiece, packaged in a royal 


John Nemesh, advertising man-|in the Pacific Northwest, Cali-|blue crush-proof box. It is now 


ager says that the “idea behind 
the illustrations is to allow the, 
consumer to visualize himself en- | 
joying beer in a similar situation. | 
We believe it will sell a lot of! 
beer. 
“The new packs,” he says, “nave| 
four merchandising advantages: | 
(1) The package makes a perfect) 
tie-in with the consumer advertis- | 
ing at point of sale; (2) because) 
many different scenes are shown, 
the consumer gets a longer look at} 
the mass display; (3) by furnish-| 
ing retailers with an attractive) 
package, Schaefer encourages mass 
display, which sells more beer, and 
(4) because it shows the product) 
in use, each package is a point of 
sale poster as well.” 
Almost a year of work was} 
spent in arriving at the decision | 
on the present pack. A packaging) 
committee, formed by the brewery 
in 1953, is headed by H. A. Soder- 
lund, manager of purchasing. Oth-| 
er members of the group are N.S. 
(Continued on Page 90) | 


Heineke & Co. 
Names Krupnick 


St. Louis, Aug. 21—Krupnick 
& Associates has been appointed 
advertising agency for Heineke & 
Co., Springfield, Ill., maker of Ex- 
cello and Monarch power lawn 
mowers. Krupnick succeeds Ken- 
cliffe, Breslich & Co., Chicago. 

The agency and its new client 
announced that a 
major consumer 
advertising cam- 
paign is being 
planned for the 
spring of 1957. A. 
Harvey Brown, 
Krupnick vp, is 
the account su- 
pervisor. 

Krupnick also 
announced some 
Fred Wuellner personnel chang- 

es. Ray J. Arm- 
bruster, a vp and director since the 
agency’s incorporation in 1957, was 
named to the new post of vp in 
charge of creative services. Fred 
Wuellner, formerly production 
manager of WKAK-TV, Columbus, 
Ga., was appointed media man- 


ager. 


fornia, Hawaii, Alaska and Ne- 
vada, will be promoted nationwide 
with the regular size and at the 
same popular price. N. W. Ayer & 


cigarette every time 


orves yeu a perfect 


aor 


MAKES DEBUT—The new long size 
Philip Morris cigaret in a crush- 
proof box, introduced nationally 
this week, will be featured in full 
page newspaper ads, like the one 
above, in all leading metropolitan 
markets starting early in Septem- 
ber. N. W. Ayer & Son is the 
agency. 


| being sold regionally in the North- 
east, Midwest and upper South. 
This brand’s campaign is handled 
by Benton & Bowles. 

Consumer research by Philip 
| Morris led it to continue manufac- 
turing the old custom-box brand, 
changing the name from Parlia- 
ment to Benson & Hedges. No im- 
lmediate advertising plans have 
been outlined for promoting the 
Benson & Hedges premium-priced 
brand, which, like Parliament, is 
assigned to B&B. 
| Spud, handled by Ogilvy, Ben- 
ison & Mather, was introduced in 
its new flip-top packaging in July 
and has been pushed regionally in 
| the West, Hawaii and Alaska. 
| 
NARGUS Pushes Apple Week 
The National Assn. of Retail 
|Grocers, Chicago, will again co- 
loperate with the National Apple 
| Week Assn. in promoting National 
Apple Week, Oct. 25 through Nov. 


~|3. A NARGUS-sponsored display 


contest among its store member- 
ship is designed to encourage pro- 
motion and merchandising of the 
fruit. 


Lualdi Named Exec VP 

Frank P. Lualdi, formerly vp 
and circulation director, has been 
named exec vp of Pines Publica- 
tions, New York. 


it picture in a big way.” 


e In the first place, Mr. Brown 
said, P&T is going ahead with its 
anti-trust suit for treble damages 
|totalling $90,000,000 against Dis- 
tillers Co. Ltd., the British dis- 
tiller which dominates the scotch 
whisky market; Distillers Corp.- 
Seagram Ltd., and Hiram Walker- 
Gooderham & Worts Ltd., Cana- 
dian distillers; National Distillers 
Products Corp., U. S. distiller, and 
several of their affiliated com- 
panies, as previously reported 
(AA, April 9). Pre-trial hearings 
are scheduled for September, Mr. 
Brown said. 


e Second, Mr. Brown said, P&T is 
increasing its pre-holiday adver- 
tising budget 25%. 
The company’s fall advertising 
program, which will break in Sep- 
(Continued on Page 6) 


Information? Please! 

New York, Aug. 23—Things 
will shortly be tougher than ever 
for advertising men, now that Bell 
Telephone Laboratories has de- 
veloped a phone that allows peo- 
ple to see each other while talking 
on the phone. 

No more hearty assurances to 
the client that “the ads are coming 
along fine; you should see ’em, 
J. B.; matter of fact we’ll bring up 
to Ponca City a week from Tues- 
day.” No more of that; the client 
will just ask to see them on the 
telephone. 

Another revolting development 
sure to come along with this 
latest modern inconvenience: The 
“working-late-tonight” dodge bet- 
ter be phoned from location likely 
to pass the screen test. 


Highlights of This Week's Issue 


Greater marketing effort needed 
to push nation’s output to $500 
billion, says Sylvania’s Mitch- 
ell 

“Milk is refreshing,” 


WON 6 oi ASRS Page 20 
Charge account customers pay 
more attention to stores’ ads, 


study shows 
“TV Factbook” counts sets, finds 
96% in commercial tv na- 
tions 
No proof NARTB is on “too friend- 
ly terms” with FCC, Congres- 
sional unit reports ..... Page 38 
“Philadelphia News” adds morning 
edition, competes with In- 


quirer 
Advertising “no luxury,” business 
men admit, says Fortune Page 57 
Selling soap on all-night show 
loses job for disc jockey Page 60 
New York State ad is “waste of 
money and newsprint,” Times 
editorializes ........... Page 63 
French Line competes with air 
transportation with “relax” ad 
motif 
Santa Claus, Christmas party, are 
August event for Geyer Adver- 
NR ea Oe Page 66 
Max Factor buys Lee Ltd., maker 
of Sof-Set products ....Page 67 
Three court decisions uphold fair 


trade, group plans budget in- 


GO 4 Sow bleed 4 c00 Page 70 
Virgin Islands’ “tranquil life” 
draws retired adman ...Page 74 
REGULAR FEATURES 
Advertising Market Place .............:c00004 
Coming Conventions ........ 
Creative Man’s COrmer ..........cccccccceccsesenevee 
Drawthinks 
Editorials 
Empleye Communications ......................... +A 
Getting Personal 16 
Just Looking 82 
Looking at Radio & TV 


Looking at Retail Ads 
Obituaries 
On the Merchandising Front ...... 


the year, when it lost most of its | 


Photographic Review 68 
Prodaction Tips ory 
Rough Proofs 12 
Salesense in Ads 81 
This Week in Washington .......................... 32 
Voice of the Advertiser... 62 


What They're Saying 


Most Rate Increases 
Are Accompanied by 
Boosts in Guarantee 


New York, Aug. 22—Ad rate in- 
creases mounted this week as Cue, 
Family Circle, Harper’s, House & 
Garden, Maclean’s, Scouting, Sev- 
enteen, Vision, Yachting and inter- 
national editions of Reader’s Di- 
gest and Time joined the rate boost 
parade. This makes a total of 53 


| leading consumer books, including 


two newspaper supplements and a 
farm publication, which will ad- 
vance their rates within the next 
10 months. 

Rate boosts are averaging 8% to 
12%, with some going higher— 


Collier’ ian’ s 
whisky to National Distillers Prod- | pig gill ge eens ay 


ucts Corp.; Booth’s House of Lords | 


©, Sunset Magazine 15%, 
Scientific American 15% and 
Modern Photography with a 13.5% 
average hike for four-color and 
b&w. Other magazines, also, are 
expected to increase rates within 
the next few weeks. 

Cue, increasing its circulation 
base beginning with the Jan. 5, ’57, 
issue, at the same time is raising 
its bew rate from $1,000 to $1,150 
and four color from $1,500 to $1,- 
725. The guarantee advances 10% 
to 110,000. 


® Family Circle boosts its bkw and 
four-color rates 6.9%, effective 
with the March issue. The b&w rate 
moves from $12,120 to $12,966, with 
four-color up from $16,200 to $17,- 
320. The circulation guarantee of 
4,000,000 remains the same. 
Harper’s will advance its rate 
starting with the January issue. 
The b&w rate goes from $1,200 to 
$1,320, and the four-color rate in- 
(Continued on Page 90) 


As Flying Grows... 


New ICC Routine 
Speeds Handling 
of Rail Rate Plea 


Roads’ Cost Allocation 
Method Is Criticized by 
Professor as Uneconomic 


WAsHINGTON, Aug. 23—With six 
big railroads pressing for sharp 
increases in passenger fares, the 
Interstate Commerce Commission 
has agreed to shortcut procedures 
which may “highball” the rail- 
roads to oblivion as serious con- 
tenders for first class passenger 
traffic. 

The railroad-ICC teamwork for 
fast processing of fare increase ap- 
plications comes at a time when 
the Civil Aeronautics Board is or- 
ganizing a study which may lead 
to lower airline fares. And the new 
competitive threat comes in the 
face of recent reports which show 
that airlines have already won 
66% of the combined rail-air first 
class travel. 

Behind the leadership of the 
Pennsylvania and the New York 
Central, the rail carriers are 
pressing for a new 45% hike in 
first class fares and a 5% increase 
in coach fares. While they are not 
openly saying it, they acknowledge 
the increases will probably drive 
most Pullman traffic to the air- 
lines and result in sharp curtail- 
ments in rail passenger service. 


s While ICC currently is engaged 

in an extensive long-range study 

of railroad accounting methods, 
(Continued on Page 95) 
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Still Greater 
Decanter Flood 
Is Seen by Linck 


(Continued from Page 1) 
special decanters. 

About $1,000,000 has been budg- 
eted, Mr. Linck said, for adver- 
tising promotion of Melrose brands 
from October through December. 
Daily newspapers in about 25 cities 
and four-color ads in about 12 
magazines will be used. 

Currently, four New York agen- 
cies service the Melrose brands. 
Doyle Dane Bernbach Inc. handles 
Old Stagg and James E. Pepper; 
L. H. Hartman Co, has Cream of 
Kentucky; McCann-Erickson han- 
dles Cascade, Golden Wedding and 
Three Feathers, and Peck Adver- 
tising Agency has Melrose Rare, 
Melrose DeLuxe, McCormick’s, 
Old Blue Ribbon and Sportsmen 
whiskies, plus Melrose gin. 

In an analysis of current trends 
in whisky sales, Harry Shoff, Ohio 
state manager for Melrose, said 
that the demand today is toward 
straight and bonded whiskies. 

“In 1954,” he said, “the consum- 
ing public purchased almost 55,- 
000,000 gals. of straights and 
bonds, which represented a 4% 
gain over the preceding year. In 
1955, sales of these prod- 
ucts were up 4,346,151  gals., 
for an 8% rise.” He predicted that 
64,000,000 gals. of straights and 
bonds will be consumed in ’56. 


Ross Roy Closes 
Chicago Office; 
Resigns 8 Accounts 


Cuicaco, Aug. 24—Ross Roy 
Inc., Detroit based agency, has| 
closed its local branch office and 
resigned the eight accounts han- 
dled here. 

Two of the clients, J. W. Mortell 
Co., Kankakee, Ill., and Clinton | 
Detergent Co., already have moved | 
to the Robert Christopher 
Agency. The others are Globe-| 
American Corp., Kokomo; Inland 
Electronics Co., Aurora, IIL; Illinois | 
Baking Corp.; Institute of Scientif- | 
ic Studies; Champion Bag Co., and} 
Nixon Laboratories Inc. These ac- | 


counts are expected to follow the! 999 


lead of Mortell and Clinton some- 
time in the near future. 

ADVERTISING AGE was told that 
the local office was diSbanded be- 
cause of the lack of business. This 
office has been open for six years. 
A spokesman for Ross Roy said the 
agency had no plans to close any 
other branches. 


s AA learned that the accounts 
here billed about $300,000 last 
year. The local branch suffered a 
$300,000 loss in business last year 
when Dana Perfumes moved to 
the Martin Co. (AA, May 9) and 
this business was not replaced. 
This was the second branch that 
Ross Roy has closed in a year. 
Last year, the agency quietly 
closed its New York office, pre- 
sumably because of high overhead 
and lack of business. The agency 
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LABOR DAY SALUTE—Calvert Distillers 
Co. will use this specially pre- 
pared poetic salute to those who 


labor on Labor Day in about 12) 


newspapers and the labor press in 

Michigan and Ohio. Grey Adver- 

tising Agency handles the Calvert 
Reserve account. 


ranch operations 
and Windsor, 


still maintains 
in Hollywood, Cal., 
Ont., in Canada. 

@ Seven of the eight persons in 
the local office are reported to be 
looking for other jobs. Paul N. 
Truax, account executive, has 
moved to the Christopher agency 
to handle the Mortell account. 
James F. Quinn, who headed up 
this office, is reported to be on an 
extended vacation. 


©|Sends Mickey Mantle 
: Hopes Glimmering 


‘| Mickey Mantle won’t make it. 


_|made Wheaties and Knox Reeves 


/|} 1.000 when he kicked a record- 
‘breaking four field goals and 
}|scored 14 points as the Cleveland 
'|Browns defeated the College All 
“Th 26-0. 


Vivid Color. 


to you today. 


1032 Carondelet St. 
New Orleans, La. 


AA, 


Qn 


A CAPTIVE AUDIENCE 


and 


NO COMPETITIVE ADVERTISING 


MPA gives you a captive audience that sees only three other non-competitive 
advertisements in motion picture theatres of your choice. 

Your potential customers, relaxed and comfortably seated, are held captive 
for the powerful presentation of your message with Sight, Sound, Action and 


The big theatre screen commercial is the most complete selling aid available 


MPA accepts only four non-competitive advertisers per theatre per week. 
You can buy as little as one or as many as 52 successive weeks. At every per- 
formance during the weeks you are scheduled in each theatre, you will enjoy 
the exclusive advantage of being the only advertiser in your field. 

In many communities, the audience you reach with a regular schedule is 
equal to approximately 80% of all people in the community. 

YOU can do a lot of selling when you are the only one in your field using 
the big screen in vivid color to reach 80% of all the people you want to reach. 


Inquire now! More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO.. INC. 


gives you... 


70 E. 45th St. 
New York, N. Y. 


ot a 


General Mills Ad 


MINNEAPOLIS, Aug. 24—Sorry to 
say it, Yanks fans, but it looks like 


Who says so? That old sports 
prognosticator, General Mills, 
which got into this sideline by 
featuring sports stars in its ads. 

Lou (The Toe) Groza, whom the 
company’s ads featured in August, 


|Advertising’s average a perfect 


This was the third straight time 
that Wheaties spreads in Life and 
| Look named a hero in advance. 

First was in June, when Dr. 
|Cary Middlecoff was the central 
figure in the ad. He subsequently 
won the National Open Golf tour- 
nament. 

In July, Stan Musial, of the St. 
Louis Cardinals, was featured. He 
then homered in the All-Star game 
and was named the baseball player 


of the decade. 
In August, Mr. Groza was pic- 


He kept the average perfect. 

So what’s the pitch on Mickey? 
In September, the Wheaties ad will 
| show the guy whose laurels Mantle 
jhas been trying to purloin—Babe 
|Ruth. Tough going, Mickey; it’s 
| the way the ball bounces. 


tured as the Wheaties “champion.” 
ley, Dixon, Ill, to its staff. Mr. 


| 
| 
| 


KRAFT SUPPORTS MANTLE 


Advertising Age, August 27, 1956 


putting its money on Mickey Man- 
tle. Certainly, it is betting on his 
team to win the pennant. 

On the night of Oct. 3—opening 
day of the World Series—“Kraft 
TV Theater” will present a drama 
based on Mantle’s life. Sportscast- 
er Mel Allen will help out on the 
narration, and the Yankee slugger 
will appear himself. 

In the unlikely event that the 
Series should open in, say, Cleve- 
land—well, there’s always “The 
Barretts of Wimpole St.” 


ROBERT H. CORNELL 

Houston, Aug. 23—Robert H. 
Cornell, 78, former advertising 
manager of the Houston Chronicle, 
died Aug. 22 in a Houston nursing 
home. Mr. Cornell came to the 
Chronicle in 1911 from Terre 
Haute, Ind., after advertising work 
on the old New York World. He 
worked with the Chronicle until 
1924, when he became advertising 
manager of the Fort Worth Rec- 
ord. In recent years he was an 
insurance agent. Mr. Cornell was 
first president of the Houston 
Rotary Club. 


Hollingsworth Names Shoat 
Hollingsworth & Associates, 
Rockford, Ill., has appointed Lee 
Shoaf, formerly a principal in 
Shoaf & Schoaf Advertising Agen- 


Shoaf has severed all connections 
with the Dixon agency. 


Film List Is Available 

A catalog, “Material Handling 
Films Available from Member 
Companies,” is available from the 
Material Handling Institute, 1 


Cuicaco, Aug. 24—Whatever the| Gateway Center, Pittsburgh. The 
saturnine expectations of General|catalog describes the films and 
Mills, Kraft Foods Co. is stoutly| tells where they may be obtained. 
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News and Record 


EENSBORO, NORTH CAROLINA 
Represented by Jann & Kelley, Inc. 


Growing Greensboro Market!” 


Markets are like guitars—some make better music than others. 
To play a dominant theme, sound your chords where they'll 
reach more ears. The Growing Greensboro Market, with a sixth 
of North Carolina's population and an undiminished fifth of 
the state’s retail sales, is an audience worth playi 
ever your business, you’ll find that our forte is full-range cov- 
erage of the 12 county Greensboro ABC Retail Trading Area 
—over 105,000 daily circulation—over 400,000 daily readers. 


for. What- 


in the Greensboro 12-County 
over half of North Cerolinal 
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TOTAL CIRCULATION 


Circulation Source: THIS WEEK—combined ABC averages ended 3/31/56 for 37 newspapers 
Other magazines—ABC average ended 3/31/56 (interim Statements) 


THIS WEEK LIFE S. E. POST LOOK COLLIER’S 
11,783,542 5,714,720 4,943,838 4,201,297 3,814,220 


... and the big magazine to reach the most customers 


SR TTRSA\YOO FM AMERICA’S LARGEST FAMILY MAGAZINE 


MAGAZINE 
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P&T Boosts Ad 
Budget 25% in 
‘Comeback’ Push 


(Continued from Page 3) 
tember, “will be concentrated in 
about 20 major markets where 
P&T brands have been traditiona!- 
ly strong for many years.” The 
bulk of the increased ad budget 
will be used in newspapers and 


be more specific at this time. 


e Fourth, he said, the company 
has materially strengthened its 
sales staff, equipment and person- 
nel at its distilleries and in its dis- 
tributor setup. 


e Finally, from now through the 
remainder of the year, Mr. Brown 
said, he and other top management 
people are going out into the field, 
not only to attend pre-holiday 
packaging showings to distributors 
and retailers, but also to strength- 
en the company’s personal contacts 
with the trade and to help increase 
sales. 


outdoor advertising. National ad- 
vertising will be confined large- 
ly to six or eight national maga- | ing will be a special glass cocktail 
anes. \shaker with a plastic top, which 
e Third, negotiations for a new|Mr. Brown designed personally. 
import line are nearing completion, | The container, or shaker, will hold 
Mr. Brown said. He expects that | whisky, gin or vodka. Inside the 
the company will have a new/top will be a small bottle of ver- 
scotch whisky, a new cognac and mouth, either sweet or dry, for 
other imported items by Jan. 1.| mixing cocktails, which will have 
He said he regretted he could not an atomizer. This small vermouth 


® Among P&T’s holiday packag- 


container is refillable. The pack-|Scotch whisky, English gin and 
age in holiday wrap will sell for French brandy.” 
about $9.65 retail. The sale of P&T domestic brands 

All of the company’s whiskies has increased satisfactorily he 
will be pre-wrapped for the holi- said, but he declined to give fig- 
days. The “Singing Lantern” which ures on the grounds that he could 
the company introduced last year|not afford to tell his competitors 
will be packed this year in a | what the company has been doing 
special holiday canister. in regard to sales. 

In 1954, P&T had a loss of $1,-| While the company also declines 
500,000. Mr. Brown became presi-/to give figures on its current ad- 
dent of the company in February, | vertising expenditures, media esti- 
1955, shortly after Schenley In-| mates indicate that it probably 
dustries bought P&T. In 1955 the! will invest about $4,500,000 to 
company had a profit of $385,000. | $5,000,000 this year. The larger 
In the first six months of 1956 it| part of this is going into news- 
has recorded a net loss of $1,437,-| papers, point of purchase, out- 
524, compared with a net income! door and magazines, in about that 
of $10,200 in the comparable! order. 
period of ’55. Emil Mogul Co., New York, 
handles all of P&T brands except 
Mr. Park and Mr. Tilford whiskies, 
which are serviced by Peck Ad- 
| vertising Co., New York, and Yar 
| vodka, which is handled by Burton 
Browne Advertising, Chicago. 


® Mr. Brown emphasized that 
P&T’s profit this year would have 
exceeded $1,000,000 if it had not 
lost its import business through 
what he characterized as “the in- 
ternational conspiracy to mo- 
nopolize the American market for|s In selected markets, P&T is in- 
troducing a new four-year-old, 100 


The value of the exclusive T.R. Clientele can not 
he measured by mere numbers of circulation alone— 


It is in terms ‘hee 
companies who 
se use it, that 1. 


Recent Dun & Bradstreet surveys show the unequalled 
buying potential of Thomas Register clientele. One rea- 
son for T.R. preference by 11,648 Advertisers. 


A Thomas Register representative will be glad to show 
you these comprehensive reports at your convenience. 


WRITE 


REPORTS 


THOMAS REGISTER 


461 EIGHTH AVENUE NEW YORK 1, N. Y. 
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“Buyership” Circulation Excels! 


FOR A COPY OF THE 
HIGHLIGHTS OF THE 
DUN & BRADSTREET 


proof corn whisky called Col. Corn. 
It is being advertising locally in 
newspapers in southern markets 
only. 

Edwin Parets, vp and director 
of advertising, told AA that spec- 
ial emphasis is being placed this 
fall on the prestige and tradition 
of the P&T name, which dates 
back to 1840. Many members of the 
younger generation, he said, are 
unaware of the company’s tradi- 
tion, and stress will be given this 
fall to the prestige and quality of 
its products in both liquors and 
toiletries. 

The toiletries side of the com- 
pany’s business is not being neg- 
lected, Mr. Brown said. It is 
showing satisfactory progress, and 
the company is looking for other 
companies that can be profitably 
bought and merged with the P&T 
line. 


Miller Beer Buys ‘Code 3’ 


Miller Brewing Co., Milwaukee, 


| entation 
kets. Mathisson & Associates is 
the agency. Three other brewers 
have already signed the film for 
22 tv stations. ABC Film Syndica- 
tion has now sold this new series 
in more than 80 markets. 


| has bought “Code Three” for pres- | 
in six Wisconsin mar-| 


Advertising Age, August 27, 1956 


| 


GEORGE H. BRADNER has been named 
director of marketing of F. C. Rus- 
sell Co., Cleveland, maker of Rusco 
windows and doors. Most recently 
with Osborne Co., Cleveland, he 
also has been general sales man- 
ager of Real Silk Hosiery Mills. 


NBC Adds Three 
New Color Studios 


New York, Aug. 23—The Na- 
tional Broadcasting Co. continues 
to move ahead with its color plans. 

A big step forward will be 
taken in September when the net- 
work’s flagship station, WRCA- 
TV, New York, starts colorcasting 
65% of its local live schedule. 
There will be at least an hour of 
color at noon and a half-hour near 
midnight. 

Shows to go before the color 
cameras will inolude a new Tex 
and Jinx McCrary program, “Elev- 
enth Hour News,” “Uncle Weth- 
bee,” Jimmy Powers’ “Powerhouse 
of Sports” and “Hy Gardner Call- 
ing.” 


s At the network level, NBC will 
have three more color studios 
ready for use by fall. In New York, 
the Ziegfeld Theater and also 
Brooklyn Two, adjacent to the 
present Brooklyn studio, will go 
into service. The Ziegfeld has been 
designed to keep its traditicnal ap- 
pearance and to give the live au- 
dience a better chance to watch 
| the show with a minimum of in- 
\terference from equipment and 
| personnel. 

The third new studio is being 
built in the network’s Color City, 
| Burbank, Cal. 
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Which day of the week 
is best for advertising ? 


A retailer runs his biggest ad the day his store 
stays open late. A mail-order man prefers the 
Sunday paper—and hopes for rain. 

But when it comes to national advertising, 
every reading day is an important selling day. 
Tuesday, for example, is great. (That’s the day 
The Saturday Evening Post comes out!) So are 
Wednesday, Thursday, Friday and the rest of 
the days of the week. 

The point is: An ad in the Post isn’t just a 
one-time thing. For an issue is picked up and 
re-read all through the week—four or five times 
before the next issue arrives. And it stays in the 
living room several weeks after that—where it 
can keep on selling all members of the family. 

Seven days a week—fifty-two weeks a year 
—the Post gets to the heart of America. 


NEWSSTAND SALES 


Audit B of Circulati + Jenvery 1 to March 31, 1956 
if 
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‘A subway as clean as a kitchen? 


This the Russians did invent!’ 


PHYLLIS CONDON, Acct. Exec. and Copy Supervisor, D'Arcy Advertisin€ 
Co., N.Y.C., previews “Cities of the World: Moscow” from this week's Post. e 


“No chewing-gum or candy wrappers _ plumbing is so bad even Khrushchev 
on the floor! And instead of two-sheet | complains. And how would your wife 
posters, the subways in Moscow have _ feel about having to line up for her 
murals, mosaics and marble statues! turn at the kitchen stove?” 

But above ground it’s another story. jn ail, 8 articles, 4 short stories, 2serials 
Pieces of the buildings have a habit and many special features in the Sept. 1 
of falling on passing pedestrians. The _ issue of The Saturday Evening Post. 
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‘Affair’ of Ads, Politics 


Is Costly for Networks 


(Continued from Page 1) 
luncheon group here the tv indus- 
try may have lost $17,000,000 or 
$18,000,000 because of convention 
coverage, and with fine under- 
statement he suggested that many 
listeners may have missed their 
regular programs. He said NBC 
probably dropped $1,000,000 to $2,- 
000,000 on the two conventions. 

According to the United Press, 
Mr. Sarnoff’s views were sup- 
ported by Sig Mickelson, CBS vp 
for news and special events. 

Just how many regular pro- 
grams viewers had the opportunity 
to miss in the last two weeks was 
suggested by a report that the nets 
devoted a total of 169 hours to 
conveniion coverage, averaging 
about 34 hours apiece on the 
Democratic show and 22 hours 
apiece on the Republican affair. 

Reports drifting in from around 
the country tended to support the 
view that televiewers were defi- 
nitely unhappy with the conven- 
tions’ total grip on the networks. 
Washington, D.C.’s_ independent 
WTTG said it received hundreds 
of messages from viewers who 
were grateful that the station car- 
ried regular programming during 
the clambakes. 

Similarly, here in San Francisco, 
KGO-TV said its only calls came 
from listeners who wanted to know 
what happened to the regular 7:30 
program, “Warner Bros. Presents.” 


® And in Philadelphia, Sindlinger 
& Co., Ridley Park, Pa., audience 
analyst, found in a nationwide 
survey that more than 90,000,000 
adults watched some part of the 
Democratic convention coverage, 
but that only 30,000,000 gave it de- 
voted attention (4 hours a day or 
more), while another 35,000,000 
gave it an average of 34 minutes 
a day. The remainder merely 
glanced at it. 

Projecting still further on its 
finding, the pollster came up with 
an idea of what the populace 
thought about the “big show.” Ac- 
cording to Sindlinger, more than 
two-thirds of all adults (71,645,000 
persons) had complaints about all 
the networks carrying the same 
show, and fretted that they could 
not get their favorite programs. 

A typical lament was: Why 
couldn’t the “other” network carry 
the convention, and not the one on 
which they usually watched their 
favorite shows? 

The Sindlinger survey went on 
to report that average tv viewing 
during Democratic Week was the 
“lowest in 64 weeks of daily 
studies.” 


= During the Democratic act, the 
national sponsors themselves had 
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|no apparent statistical beef. Tren- 
dex’s 15-city tv ratings for that 
week showed an average nighttime 
|rating of 29.9 for three networks, 
|which was only a little below the 
average for the 1952 week of 
31.4% for four nets. With more 
stations in the lineups, this would 
actually mean a larger audience 
than in °52, counterbalanced in 
turn by a higher price to the spon- 
sors. 

The point was that the sponsors 
had fondly expected to have a 
much larger turnout for this year’s 
conclaves. 

At this writing, only Westing- 
house among the network sponsors 
had a word on sales results, and 
that word was good. Westinghouse 
felt its sponsorship was “paying 
off,” and to prove it cited a 50% 
jump in major appliance sales to 
dealers during the Democratic 
convention week. This, it said, was 
15% better than the previous week. 

It was a report which might ease 
the fears of some network ex- 
ecutives that public resentment 
against the loss of favorite pro- 
grams might rub off on the spon- 
sors. 


® At this stage, it was natural that 
most calculations so far released 
would concern the Democratic 
meeting. But there was plenty of 
evidence that the GOP affair here 
would prove statistically just as 
“underwhelming,” only more so. 

Probably the kindest comment 
on the liveliness of this convention 
was provided by Walter Edge, for- 
mer governor of New Jersey, who 
has taken part in every GOP meet 
since 1904. Mr. Edge called it “a 
fine ratification meeting and that 
was all.” 

The GOP convention had been 
billed for some time as a real live 
entertainment “spectacular.” Re- 
publican Chairman Leonard Hall 
had predicted that the big meeting 
in San Francisco’s Cow Palace 
would be a “production,” and an 
entertainment bill of fare organ- 
ized by movie star George Murphy, 
with Wendell Corey, movie horror 
specialist, as master of ceremonies, 
promised much. 


s But it didn’t materialize. If any- 
thing, there was less organized en- 
tertainment than the Democrats 
presented a week before. On Mon- 
day, Ethel Merman sang “There’s 
Gonna Be a Great Day” and a 
Republican version of “Alexan- 
der’s Ragtime Band.” 

On Tuesday, an array of women 
went before the cameras and 
mikes, each with a specific “word” 
for the convention—and with the 
“word” blazoned on a placard held 
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behind the speaker. And that was 


CONVENTION NOTES—America’s loss is San Francisco radio station 
KYA’s gain as Republicans failed to get aboard the bandwagon of 
DJ Bruce Vanderhoof’s campaign for veep. Shown here are the 
beautiful girls he had selected for his cabinet. Mr. Vanderhoof’s 
campaign included a detailed description of his platform (8’x7’, and 
of knotty pine), and a speech (“...with leaders... .trying to dump 


people, let’s get out of the dumps with Vanderhoof”). 


BEAUTY & GuiDES—When Miss California (Jean Collenn Beckett) 

toured the ABC-Philco tv installation at the Cow Palace, she had a 

couple of willing escorts. They are Ray George, vp, merchandising 

and advertising, Philco Corp., and H. Pierson Mapes, vp of Philco’s 
agency, Hutchins Advertising, Philadelphia. 


about it. 

For one thing, there just wasn’t 
enough time. The foreshortened 
convention program gave _ the 
party all it could do just to slog 
hurriedly through the routine con- 
vention business. 


® Another reason credited by 
some was the lack of advertising 
counsel so noticeable at the Demo- 
cratic meeting. 

J. G. (Pete) Motheral, vp and 
San Francisco manager of Batten, 
Barton, Durstine & Osborn, which 
has the GOP account, remained 
quietly in his office attending to 
other agency business. 

“We were retained only for 
placement of actual campaign ad- 
vertising,” Mr. Motheral told AA. 
“We had nothing to do with the 
Cow Palace convention.” 

Carroll Newton, vp and member 
of BBDO’s plans board, came out 
from New York, but only to ob- 
serve the convention, not to par- 
ticipate in its planning or any of 
the promotional phases of its acti- 
vities. 

All of which was in sharp con- 
trast to the case of Norman, Craig 
& Kummel, which as Democratic 
agency helped plan the convention, 
wrote and directed a skit starring 
tv quiz-show winners and kept a 
ten-man delegation on the scene 
for advice and counsel (AA, Aug. 
20). 


s In one area the Republican con- 
vention picked up a trend from the 
Democratic affair and carried it 
almost to infinity. That was in the 
development of “sidebar” cover- 
age by the networks. 

Desperate for public interest, the 
nets came close to discarding the 
meeting in favor of scenic shots of 
San Francisco, crowd shots or any- 
thing else of a variety nature 
(there were hardly any political 
side-caucuses to “sidebar”). 

At one stage in the proceedings, 
while movie actress Irene Dunne 
was solemnly reciting a prayer, 
one network’s cameras were pan- 
ning over the Bay for a close-up 
of Alcatraz. And the cabinet mem- 
bers who had the poor luck to be 
speaking as Pres. Eisenhower’s 
cavalcade rode downtown found 
themselves almost completely 
abandoned by video. 

In sum, the Republican coverage 
caused the Democrats’ complaint 
that CBS had “dumped” one of 
their campaign films to shrink to 
insignificance. 


® Here, as in Chicago, “freeload- 
ing” at the expense of advertisers 
was a major institution. 

Highly recommended among the 
delegates was the headquarters of 
Pabst beer, where the company of- 
ficials recognized certain limita- 
tions on their product and served 
other refreshments as well. 

Pabst also handed out passport- 


like documents entitling the bear- 
er to call for a special car and 
chauffeur to be driven to the hos- 
pitality center and back to his own 
hotel—or wherever he might want 
to go. 

American Airlines continued its 
practice of flying in “home town” 
newspapers and also set up a suite 
serving chewing gum, fruit juice, 
coffee and Alka Seltzer (with no 
comment as to the reason behind 
the latter). 


s At the Mark Hopkins, TWA 
gave away free balloons and at the 
Fairmont pretty girls in bathing 
suits covered with Pepsi-Cola bot- 
tle tops gave away Pepsi-filled 
bottles and smiles to photogra- 
phers. 

The Pacific Telephone & Tele- 
graph Co. chose 60 of its prettiest 
female employes to deliver mes- 
sages from anyone telephoning in 
to delegates, And United Airlines 
gave away tickets entitling holders 
to free round trips on San Francis- 
co’s world famed cable cars. 

Republican headquarters at the 
Fairmont, incidentally, brushed off 
J. Fred Muggs, from the Dave Gar- 
roway show, and refused to let the 
simian sign the guest register. 


Boston Dailies 
Scramble for Dying 
‘Post's’ Circulation 


Boston, Aug. 22—A fight for 
‘the circulation of the nearly dead 
| Boston Post broke out here this 
| week among the three remaining 
‘morning dailies—the Globe, Her- 
|ald and Daily Record. The Post, 
|which hasn’t been published since 
Aug. 15, is now in the hands of 
three court-appointed trustees who 
are striving to keep the 125-year 
old daily alive, but are accorded 
small chance of success. 

The Boston Herald, in its effort 
to pick up displaced Post readers, 
ran an eight-column box across 
the top of its page 1 announcing: 
“The Herald welcomes tens of 
thousands of new readers daily 
and Sunday. The whole town is 
talking about the big switch .. . 
We are deeply grateful. Tell your 
friends to join the parade.” Simi- 
lar appeals are being made by the 
Globe and Daily Record. 


‘POST’ BORROWS: 
PUBLISHES AGAIN 

Boston, Aug. 24—The Boston 
Post resumed publication last 
night after an eight-day hiatus. 
The Post was revived by a $500,- 
000 loan obtained by three court- 
appointed trustees from a “big” 
but otherwise unidentified New 
York bank. 

The trustees indicated, accord- 
ing to the Associated Press, that 
the Post’s employes voted to re- 
turn to work under terms which 
made no provision for payment of 


Advertising Age, August 27, 1956 


Internal Fracas in 
Dairy Assn. Caused 
Will's Resignation 


Cuicaco, Aug. 24—“Internal 
dissension” within the American 
Dairy Assn. apparently was the 
reason for the resignation of Les- 
ter Will last week as the associa- 
tion’s general manager. Reported- 
ly it was for the same reason that 
Mr. Will’s predecessor, Owen M. 
Richards, quit the same post about 
four years ago (AA, Oct. 6, ’52). 

The squabble centered partly on 
Mr. Will’s administration of ADA’s 
advertising and research activities, 
AA learned. ADA is the major ad- 
vertising force promoting the dairy 
industry. The account is handled 
by Campbell-Mithun Inc., Chicago. 

Mr. Will was Campbell-Mithun’s 
account man for ADA until Jan. 1, 
1953, when he became ADA'’s gen- 
eral manager, 
succeeding Mr. 
Richards. 

Currently  at- 
tending a _ food 
fair in London, 
Mr. Will could 
not be reached 
for direct com- 
ment, but it is 
known that he 
has already ac- 
cepted another 
position. He is 
not going back to Campbell-Mith- 
un, however, AA learned today. 
The agency still handles the ADA 
account. 


les Will 


s The “internal dissension” be- 
hind Mr. Will’s resignation has 
been a barrage of criticism of his 
administration by leaders of the 
Minnesota Dairy Committee, the 
Minnesota branch of ADA. Their 
attacks on Mr. Will’s administra- 
tion started at ADA’s annual meet- 
ing in March when the Minneso- 
tans complained that not enough 
promotional use had been made of 
ADA’s dairy princess, a Minnesota 
girl. 
Subsequently the attacks broad- 
ened in scope to include the whole 
operation of ADA’s promotional 
and research activities. 


® In resigning his post, Mr. Will 
said: “My resignation will serve a 
useful purpose if it brings to the 
attention of the ADA the need for 
clear-cut means for following pol- 
icy—and to the attention of Min- 
nesota some of the activities of its 
inner circle of officials. I regret 
very much leaving the ADA, which 
has a great work ahead of it, but 
this action is in the interest of my 
successor, whoever he may be.” 

No successor will be named until 
ADA’s executive committee con- 
siders the matter at its Montpelier, 
Vt., meeting Sept. 25-26. 

Nothing in Mr. Will’s resigna- 
tion or in the “internal dissension” 
portends any important immediate 
change in ADA’s advertising acti- 
vity, according to an ADA spokes- 
man. 

The association is spending 
about $6,000,000 on its advertising 
this year and expects to spend 
about $7,000,000 on it next year. 


back wages. This was the issue 
that forced a suspension of publi- 
cation on Aug. 15. 


s The Post’s first issue after the 
week-long hiatus was in a 28-page 
issue with about seven pages of 
ads. 

Publication of the paper is still 
on a “day-to-day basis,” accord- 
ing to the trustees. 


Marsh Named Simplex A.M. 

Thomas H. Marsh has been 
named advertising manager of 
Simplex Wire & Cable Co., Cam- 
bridge, Mass., to replace the late 
E. J. MacKenzie. Mr. Marsh has 
been associated with the compa- 
ny’s advertising department for 
several years. 
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| Dallas’ business 


is BIGGER 
than Dallas: 


f 
Elin 


DALLAS: 
Home of the 


The cold storage space in the giant Alford Refrigerated Ware- 
house equals a million average home refrigerators! 


world’s largest 


refrigerator! 


DDALLAS is the major distributing point of the 
Southwest. Distribution and related industries are 
the core of the market's economy. Dallas has one- 
fourth of Texas’ total warehouse space and the 
largest number of “planned” industrial districts in 
the nation, the most recent of which covers 5,000 
acres. Its three-billion-dollar wholesale trade exceeds 
that of any other city in the Southwest, and ranks 
11th in the U.S. in employment. | 


Dallas does not live by Dallas alone. In retail 
selling, as well as wholesale, Dallas leans heavily 
on its out-of-town customers. The Dallas purchases 


of North Texans account for one-third of Dallas’ 


ONLY THE DALLAS NEWS 


retail sales and enable Dallas to rank first among the 
billion-dollar metropolitan markets in average sales 
per family. 

To boost your sales in Dallas, place your adver- 
tising in The Dallas Morning News . . . and get the 
fuller response from both Dallas and Dallas-buying 
North Texas that only The News’ 22.6 per cent 
larger circulation and greater, more selective cover- 
age afford. 


. ’ : 
For additional information on Dalias, the Dallas 
Market and The Dallas Morning News, contact our 
nearest representative —or inquire of our research 
department direct through the Advertising Director. 


- 
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Ghe Dallas Morning News 


CIRCULATION 212,708 (ABC Publisher's Statement; March 31, 1956) 
Member, Metro Sunday Comics Network 


COVERS THE 
BIGGER DALLAS MARKET 


Af 


+ 


CRESMER & WOODWARD, INC., National Representative +» New York + Chicago + Detroit - Los Angeles - Atianta - San Francisco 
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Two factors vitally important to advertisers readers in its 135 markets; and the solid eco- 
are contributing to FAMILY WEEKLY's dra- nomic expansion of its individual markets. 
matic growth as one of the Big Four Sunday _ The increased sales potentials of cities like 
magazines: The editorial impact ofa Sunday __ these are typical of expansion in all FAMILY 
magazine expertly designed to serve the WEEKLY markets: 


LAS VEGAS, NEVADA: 
MIDLAND, TEXAS: the heart of the rich Permian oil basin has more 


than doubled its population since 1950. 

LAS VEGAS, NEVADA: Center of Clark county where population has 
jumped from 48,289 in 1950 to a current whopping total of 95,800 — 
an increase of 98% in market size. 

MARION, INDIANA: where General Motors is constructing a new Fisher 
Body plant that adds over 3,000 paychecks and makes Marion the fastest- 
growing market in the state. 

ANNISTON, ALABAMA: where National Gypsum, General Electric, and 
Monsanto plants contributed to its becoming one of 27 new potential 
Metropolitan Areas named by Sales Management. 


“MARION, INDIANA a 


FAMILY WEEKLY'S 3,459,158 CIRCULATION DELIVERS BLANKET COVERAGE OF THESE 135 OUTSTANDING MARKETS 
AAA ANAAs dutttun, Daten, Rereane Ghd Dement teste Dect, Gaetan ete, Tuxcaloose + ARKANSAS: £1 Dorodo, Hot Springs, Pine Bluff + CALIFORNIA: 


Socr Ana, Senta Berbara, Senta Rosa, Vallejo - COLORADO: Grond Junction, Pueblo - CONNECTICUT: New Hoven - FLORIDA: Deytonc 
reward cgphyer eer op Fort Myers, Geinesville, Orlando, Sorasote, Tollchassee, Tompa, West Polm Beach - GEORGIA: Albony, Rome - IDAHO: Boise, idaho Falls, Lewiston, 


uy mE mil 
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FAMILY WEEKLY'S Supercity of 135 markets 
accounts for 11.3% of U.S. food store sales; 
11.5% of U.S. drug store sales. It registers 
5,933,300 passenger cars. 


WEEKLY every Sunday. It reaches over 60% of all the 
families in 458 counties. Distributed with influential 
Sunday newspapers, FAMILY WEEKLY delivers national 
coverage with local impact. Its 3,459,158 circulation is 
virtually unduplicated by any other supplement. That | 


FAMILY WEEKLY has created the largest market that 
can be reached in such depth in a single advertising 
medium. Already embracing 19,444,500 people, FAM- 
ILY WEEKLY'S 135 markets are growing at a rate far 
exceeding that of most major cities. And, FAMILY 
WEEKLY covers it in unparalleled depth. 


means that alone, or in combination with whatever media 
you may use, FAMILY WEEKLY can add a $21 billion 
market, and do it with one order, one billing — and in 
color. A big reason why advertisers more than doubled 
their investment in FAMILY WEEKLY advertising during 
the first six months of 1956 compared to the same period 


Nine out of ten families in 135 cities read FAMILY last year. Why not join them? 


FAMILY WEEKLY MAGAZINE, Inc. 
Leonard S. Davidow, Publisher 


153 N. MICHIGAN AVENUE, CHICAGO 1, ILLINOIS 
NEW YORK 17: 17 E. 45th Street 
DETROIT 2: 3-223 General Motors Bidg. 
SANTA MONICA, CALIF: 130 Alta Avenue 
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Gadsden, Alo., TIMES; Pine Bluff, Ark., COMMERCIAL; Senta Ana, Cal., REGISTER; Vallejo, Cal., TIMES-HERALD; Fort Lauderdale, Fic., 
NEWS; Lewiston, Idaho, TRIBUNE; Andersen, ind., HERALD; Sioux City, le,, JOURNAL; Ashlend, Ky., INDEPENDENT; Cumberiand, Md., 
TIMES; High Point N. C., ENTERPRISE; Athens, Ohio, MESSENGER; Mansfield, Ohie, NEWS-JOURNAL; Middletown, Ohio, SUNDAY NEWS 
JOURNAL; Ardmore, Okla., ARDMORITE; Enid, Okle., NEWS; Klamath Falls, Ore., HERALD & NEWS; Altoona, Po., MIRROR; Andersen, 5. C., 
INDEPENDENT; Spartenburg, $. C., MERALD-JOURNAL; Jockson, Tenn., SUN; Lorede, Texas, TIMES; Wichite Foils, Texes, TIMES; Welle 
Waile, Wash., UNION-BULLETIN; Bivefield, W. Ve., TELEGRAPH; Fairmont, W. Ve., WEST VIRGINIAN; Porkersburg, W. Va., NEWS. 
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THE NATIONAL IN NEWSPAPER OF MARKETING 
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Innovation vs. Imitation 


There were two headlines and two stories in this publication last 
week which, taken together, very nearly sum up an extremely im- 
portant merchandising story. 

One story reported that there will be still more television shows 
this fall offering rewards to the participants. Four “big money” shows 
are scheduled for fall, it said—‘“one returnee, two newcomers and 
one inflated old timer.” Without delving into the details, it becomes 
increasingly clear that we are due for another round of follow-the- 
leader on giveaways. 

The other story told about Sylvania jumping into the tinted bulb 
field, along with Westinghouse and General Electric. Sylvania really 
started the tinted bulb on its way, the story said, but had fallen be- 
hind its two giant rivals, who had hitched their wagons to the new 
product with a whoop of enthusiasm. 

“The trade has been hungry for an innovation,” one agency man 
was quoted as saying about the tinted bulb business, “and we think 
this is it.” 

Maybe you begin to get the idea behind our putting those two 
stories together. The easiest and pleasantest merchandising and sell- 
ing situation imaginable is to have something new—and wanted—to 
sell. A new idea, a better gimmick, an innovation that people ap- 
preciate, like a softly tinted electric bulb instead of a white one. 

Given a product innovation that makes some sense, the adver- 
tising and merchandising and selling almost take care of themselves. 
You’ve got your story; the problem is how to tell it most effectively. 
And while this is by no means as easy as deciding whether or not to 
accept the paycheck your boss offers you, it is still a good deal easier 
than trying to figure out how to make the same old tired merchan- 
dise look more glamorous or exciting by putting the glamor into the 
television promotion or the contests, instead of into the product. 
product. 

We can stand a lot more product innovation than we have been 
getting lately, and not just a change in the color of the package or 
the use of three and one-half strips of chrome where two and a 
quarter used to do the job, either. And one of the nicest product in- 
novations we could stand, incidentally, would be a little more care- 
ful workmanship and inspection all down the line. 

Even in those cases where the advertising or the program sells by 
garnering a larger than normal audience, let’s not forget that finally, 
it is the product that is bought—not the program nor the advertising. 


The Way the World Goes 


We are a little sorry to note that Procter & Gamble has purchased 
the Duncan Hines food business. Not that we have anything against 
P&G, but simply that we always feel a little twinge of regret when a 
big company swallows up 4 vigorous little one. 

It is fun to see someone with energy and ideas come out of no- 
where and build a substantial and successful business in the face of 
much bigger, much more solidiy entrenched companies; and it is sad- 
dening to see them ultimately snapped up by the bigger boys with 
their bigger pocketbooks and their long-range viewpoints. 

‘No one will accuse P&G of being stodgy or self-satisfied, so it 
can be assumed that Duncan Hines foods will not only do as well as 
they have in the past but that they will move further faster with the 
giant Cincinnati company pushing them. 

But to us there is still something a little sad about these businesses 
—Sara Lee cakes, Toni and Paper-Mate are other recent examples 
that come to mind—becoming parts of much larger enterprises, in- 
stead of remaining the vigorous expressions of entrepreneurial enter- 
prise which they so recently were. 

The tax structure seems to be doing more than any other single 


“Wonder what’s 


Advertising Age, August 27, 1956 
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Man-bites-dog department: 

An advertising agency sues a 
magazine because it didn’t run 
some of the copy it had prepared. 


Do you remember ‘way back 
when the office of Vice-President 
of the United States was custom- 
arily reserved for the forgotten 
man? 


After partaking of a generous 
portion of crow prepared by Ad- 
lai Stevenson, Harry Truman may 
want to suggest that another bird 
be substituted for the Democratic 
rooster. 


In spite of Adlai’s objection to 
trying to corral votes like box- 
tops through advertising, there is 
no indication that he intends to 


—W .P. Sherman, Portland, Ore. 
on that ceiling that’s worth $25,000 a year.” 


What They're Saying 


fire the agency for the Democratic 
national committee. 


Battle of The Stamps 

As the battle over stamps rages, 
use of them has grown sharply. In 
January, 1955, some 19% of the 
country’s supermarkets offered 
stamps. A year later in January, 
1956, this grew to 33%. Today, an 
estimated 40% of the markets have 
adopted stamps either voluntarily 
or through competition . . 

Naturally, the outcome of the 
stamp battle merits top interest. 
Results are now being formulated 
as to actual sales increases when 
all stores in a given area use 
stamps. And within the next six to 
eight months the Federal Trade 
Commission is expected to answer 
the question—does the use of 
trading stamps violate federal 
anti-trust or unfair practice laws? 
Whether FTC will reveal its an- 
swer to this question depends upon 
findings of a full-scale investiga- 
tion, begun in May. Should the 
FTC find violations in the trading 
stamp field, it undoubtedly will 
issue complaints, But if no viola- 
tions are found, FTC probably will 
follow its usual custom of making 
no announcement. 


—*“Modern Super Marketing,” edited 
exclusively for supermarket execu- 
tives by Modern Romances, issued by 
Dell Publishing Co., New York. 


Profit Is Behind It All 

You know, we Americans don’t 
work any longer or any harder 
than does the Chinese coolie. In 
fact, it is really the other way 
around. Nor is it likely that the 
native intelligence of Americans is 
inherently higher than the native 
intelligence of the people in many 
of the countries from which our 
forefathers migrated. Thus it seems 
to me that the only possible reason 
for our great productivity is tools. 
But tools come from savings. And 
savings are invested only in the 
hope of profit. Thus it is rigorously 
correct to say that the high level of 
living of the American people is 
based squarely on the availability 
of adequate profits. 


—From a speech by Roger M. Blough, 
chairman of the board, U. S. Steel 


Corp. 


Automobile Outlook 

It looks very possible that we’re 
going to have economic conditions 
for this [automobile] business as 


thing to destroy small or medium businesses of this kind—especially 
if they are really successful. 


good as or better than they were 
in 1955. For one thing, a recent 


Now that advertising of wigs has 


, Survey by the University of Mich- 


igan indicated that consumers are 
as optimistic or more optimistic 
about general business conditions 
than at any time in the last three 


become important enough to be re- 
ported in the business press, copy- 
writers’ interest in Dickens should 
be considerably stimulated. 


years, and an unusually large e 


number expect to buy 1956 model 
cars. Another indication of good 
business ahead is the steady de- 
mand for used cars and the firm- 
ness of used car prices so far this 
year. This shows a very strong un- 
derlying demand for automobile 
transportation. And finally, con- 
sider that over 18,000,000 people 
have bought new cars at retail in 
the last three years and a lot of 
these 18,000,000 will be potential 
customers for new cars in the next 
model year. 


—Lester L. Colbert, president, Chrys- 
ler Corp., speaking at a two-day sales 
conference for field representatives. 


You’re beginning to get old if 
you can remember when “Ask the 
man who owns one” was the 
proudest advertising slogan in the 
whole world of autmobiles. 


It’s easier to start a habit than 
to stop one, remarks Seventeen. 

And that’s a psychological fact 
that a lot of advertisers are count- 
ing on. 

* 

“We scrap among ourselves, and 
on occasion with our clients,” says 
an agency ad. 
With no holds barred and no 


Keep It Alive punches pulled? 


We have been told that once you 
get a good sales idea stick with it, 
and that’s a good assumption. But 
this doesn’t mean that the idea 
won’t wear out. _ 

No matter how good it is, a 
permanent sign at the side of the 
road will eventually take its place 
as a part of the scenery as we ride 
to work, and eventually we don’t 
even consciously see it every morn- 
ing. 

So we mustn’t rest on our oars 
when we get a good idea in adver- 
tising. We should start right then 
to improve and adapt, to keep it 
alive and fresh. 

—Don Belding, chairman, executive 
committee, Foote, Cone & Belding, at 


the convention of the Advertising 
Assn. of the West. 


A publisher looking for a pro- 
duction manager wants “an organ- 
izer with ability to ‘get along’ 
but get the job done.” 

He may step on their toes, but 
not kick ‘em in the shins. 


A Southern agency looking for a 
creative director explains, ‘“‘Doesn’t 
have to be a genius, but it would 
help.” 

Unfortunately, the real geniuses 
seldom admit it. 


Employers who insist that they 
offer a job which is a challenge 
ought to explain in greater detail 
what happens if the newcomer 


More Smokers Than Ever 
licks the oid champion. 


.. There is increasing evidence 
that cancer may be due more to 
motor fumes, and there are some 
in research who believe that it 
may be a virus or be an inherited | performing brilliantly in Chicago 
weakness. The British Empire Cubs uniforms, the National 
Cancer Committee very recently | ©ague enterprise may soon be 
has come out with a study showing |#>!e to resume promotion of base- 
that motor fumes did give cancer bail instead of picnics at beautiful 
to mice. Their findings as to smok- | “Tiéley Field. 
ing were nil. 

Anyway the American public is 
smoking more. It won’t give up 
smoking any more than it will the 
other three delightful aids to re- 


laxing—wine, song and women. 
—Leslie Gould's column, Chicago 


With three new bonus babies 


. 
Australians are reported to be 
indifferent to the introduction of 
television, but wait until Sheaffer 
Pen starts showing them “I Love 
Lucy.” 


Copy Cus. 


American. 
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As 


newspaper's s sales power. 


- Philadelphia Paguirer 


* % _ Constructively Serving Delaware Valley, U.S. A. 


Exclusive Advertising Representatives: West Coast Representatives: 

NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
Robert T. Devlin, Jr. Edward J. Lynch George S. Dix fo phon Associates Fitzpatrick Associates 
342 Madison Ave. 20 N. Wacker Drive Peno’ t Bldg. 155 Montgomery St. 3460 Wilshire Boulevard 


spittin Hill 2-5838 Andover enti Woodward 5-7 60 Garfield 1-7946 Dunkirk 5-3557 
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NBC RADIO’S NEW | 
will sell her 


Only on NBC Radio will the lady find such variety 
of entertainment every weekday afternoon. And 
only on NBC Radio can advertisers buy one-minute 
participations in afternoon programs — even dra- 
matic shows — for less than $1,000 per minute. 


DRAMA ... beginning at 3:00 p.m. (Epr) 

She'll hear FIVE STAR MATINEE, complete, live 
half-hour plays based on stories by her favorite * nnee 
authors of women’s magazine fiction . . . with Broad- a ‘2 Rees 
way star David Wayne as host-narrator. Next — three 
favorite day-dramas: HILLTOP HOUSE, PEPPER 
YOUNG'S FAMILY, and WOMAN IN MY HOUSE. 
Then MARY MARGARET McBRIDE in her new 
quarter-hour chats. 


MUSIC... at 4:30 p.m. (ELT) 

An hour of melody. FRED WARING’S SONGFEST 
presents Fred as host, with choral groups and top 
name stars direct from the Waring Workshop. Then 
to CAFE LOUNGE at the Hotel Statler in New 
York for the live rhythms of one of America’s lead- 
ing cocktail combos. 


INFORMATION ... at 5:30 p.m. (evr) 
Rounding out her afternoon, a stream of NEW 
IDEAS, reports from the BUSINESS WORLD, 
results on SPORT-O-RAMA, and Dr. George Gal- 
lup’s OBSERVATIONS on public opinion trends. 


Here’s variety to satisfy the housewife’s afternoon 
moods . . . just as NBC BANDSTAND brightens her 
morning hours. It’s an opportunity to spread your 
sales messages throughout the day, for under $1,000 
per commercial minute. 


Let your NBC Radio Network representative show 
you all the advantages. 
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Be remembers the man 


Fle launched a balloon that 
opened a new electronic market! 


IRE salutes Wilbur S. Hinman, Jr., with 
an award for outstanding contributions 
to radio-electronics. Mr. Hinman contrib- 
uted much to perfecting the proximity 
fuze, and his work with radio sondes from 
weather balloons in the upper atmosphere 
created new markets for electronic equip- 
ment for weather forecasting. Mr. Hinman 
is a radio engineer who seeks and finds 
knowledge that benefits all as he grows in 
his field. IRE always remembers the man 
who builds markets for products and 
creates jobs for people, 

The Institute of Radio Engineers is a professional Society of 
60,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. All that is history making in radio-electronics is first 
presented, then followed step-by-step in its development, on the 
pages of Proceedings of the IRE in authoritative articles by the 
men behind these advances. 


IRE remembers the man! Is it any wonder that the men remember 
IRE? Best way to get products remembered, if they are sold in the 
radio-electronics field, is through the pages of Proceedings of the 
IRE for...if you want to sell the radio industry, you've got to 
tell the radio engineer! 


Witsue s. yrs a. 
IRE Diamond Award, 1956 


The 
a of 
° 
ntbe Sndinbere o 
Proceedings of the Bee = 


Advertising Dept., 1475 Broodway, New York 36, N. Y. 


‘Dun's Review’ Changes Size: 
Adds Three Sales Offices 

As a result of a survey conduct- 
ed among its readers, Dun’s Re- 
view & Modern Industry, New 
York, will change size with the 
November issue. The monthly 
business magazine will reduce its 
size to 8%x11%” with a 7x10” 
reading page. Other changes in- 
clude a new layout inside, use of 
new type faces and a new style 
cover. While the November issue 
will be smaller, it will include 
more pages, according to the pub- 
lisher. Advertising rates will re- 
main the same. 

Dun & Bradstreet Publications 
Corp., publisher of the magazine, 
is opening new advertising sales 
offices in Philadelphia, Pittsburgh 
and Los Angeles, to supplement 
the present offices in New York, 
Cleveland, Chicago and Detroit. 


NARTB Publishes ‘Free TV’ 

“Americans Speak Out for Free 
TV,” a 20-page pamphlet, has been 
published by the National Assn. of 
Radio & Television Broadcasters, 
Washington, and is being dis- 
tributed to its membership, Con- 
gress, government officials, educa- 
tors and others. The booklet, as the 
title indicates, lines up the opposi- 
tion to pay-tv and includes repro- 
ductions of letters from consum- 
ers who disapprove. 


Safran Appoints Becker 
William E. Becker, formerly edi- 
torial director of the Ice Cream 
Merchandising Institute, Washing- 
ton, has been named New York 
representative to Safran Printing 
Co., Detroit. The company recently 
opened offices at 489 Fifth Ave. 


Ts 


YOU MIGHT CLIMB MT. EVEREST — 
BUT... vou WKZO RADIO 


IN KALAMAZOO-BATTLE CREEK 
a AND GREATER WESTERN MICHIGAN! 


If you want to reach a larger Western Michigan audience than 
any TWO other radio stations can give you, put WKZO to work 
—CBS Radio for Kalamazov-Battle Creek and Greater Western 


© COUNTY PULSE REPORT TO REACH THE TOP 
KALAMAZOO-BATTLE CREEK AREA—MARCH, 1956 
SHARE OF AUDIENCE—MONDAY-FRIDAY 
6 a.m. 12 noon 6 p.m. 
imma 12 neon | __6 p.m. _| midnight 
_ WKZO | 37% | 84H | 82H 
Station B | 19 19 19 
Station C 8 9 a 
Station D 7 7 7 
Others 29 31 32 Michigan. 
Set-In-Use 23.0% 23.0% 19.4% 


in this Pulse sampling 
The other five counties: 
Jone ph and Van Buren. 


NOTE: Battle Creek's home county (Calhoun) was included 
and 30% of all interviews. 
Allegan, Barry, Kalamazoo, St. 


noon and evening ... 


gen tay 


She Selzer Hations 


WJEF-Fe — GRAND & 
KOUN.TV — UNCOLN, NEBRASKA 


Associated with 
wan RADIO — RORA, RLNOHS 


1956 Pulse figures show that WKZO gets more listeners than 
any other TWO stations in the area combined, morning, after- 
gets the MOST listeners 100% of the time! 


Let your Avery-Knodel man give you the whole WKZO story. 


CBS RADIO FOR KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN 
Avery-Knodel, Ine., Exclusive National Representatives 


*Edmund Hillary of New Zealand and Tensing Norkay of Nepal made the record-breaking ascent on May 29, 1953. 


Advertising Age, August 27, 1956 


Getting Personal 


Henry B. Owen, vp of KING Broadcasting Co., operator of 
KING-AM, FM and TV, Seattle, has been named chairman of the 
reelection committee for U. S. Senator Warren G. Magnuson (D., 
Wash.). Mr. Owen is also a trustee of the Seattle Municipal League, 
a director of the Better Business Bureau and vp of Greater Seattle 
Ime... 

John L. Selover, account executive of Wyman Advertising, San 
Francisco, and Elizabeth Allison Bliss, production manager, were 
married Aug. 11. The couple met more than a year ago at the 
agency. They will live in Mill Valley and Mrs. Selover has re- 
signed her position; is succeeded by Caroline M. Wootten. . . 

Agency man Robert G. Peck Jr., vp of the Vanden Co., Chicago, 
has reason to be proud this summer. In June his twin sons, Robert 
III and William, were graduated magna cum laude from Yale Uni- 
versity. On Aug. 11 Robert III 
married Barbara Alden Ba- 
ker of Boston in Rye Beach, 
N.H. (Barbara’s twin sister 
was maid of honor; twin 
brother Bill Peck was best 
man). The Robert Pecks will 
live in Santa Barbara, where 
he will teach at Cate School; 
William will be an exchange 
student at Frieberg Univer- 
sity in Frieburg, Germany. .. 

Bill Krauch, Milton 
Weinberg Advertising, will 
head the 4A’s radio-tv-film 
committee for the Los An- 
geles area Community Chest 
campaign this fall. Other 
members of the committee 
are: Doug Anderson, Ander- 
son-McConnell; Adrian 
Brown, McCann-Erickson; 
Ed Cashman, Foote, Cone & 
Belding; Dick Dwan, Vern 
Monroe and Bud Stefan, all 
of Batten, Barton, Durstine 
& Osborn; Walter McCreery 
and Howard Flynn, Walter 
McCreery Inc.; Bernice Le- 
vitas, Doyle Dane Bernbach; 
and James Vandiveer, Er- 
win, Wasey & Co... 

Wright Ferguson, of Ben- 
ton & Bowles, New York, 
and Joanne Besch, of Al- 
bany, have announced their 
engagement. An October 
wedding is planned. 

Merrill C. Meigs, vp of Hearst Corp., and Mrs. Walter D. Monroe 
were married in Chicago on Aug. 14. They’ll have a European trip 
before returning to Chicago in mid-October. . . 

A radio-television advisory committee aimed at establishing a 
closer working relationship between the city of Philadelphia and 
Philadelphia broadcasters has been named as follows: Lloyd E. 
Yoder, WRCV stations; Roger W. Clipp, WFIL stations; William B. 
Caskey, WPEN; Benedict Gimbel, WIP; and Donald Thornburgh, 
WCAU Stations. . . 

E. H. Felix, of RCA Victor, Camden, N.J., and John G. Leitch, 
vp in charge of engineering, WCAU, Philadelphia, are on the 
organizing committee for a Philadelphia chapter of the Radio 
Pioneers of America. . . 

Michael J. O'Neill, national ad director of TV Guide, and his 
family vacationed at a Virginia spot called Watch and Pray. . . 

The stork continued active in Philadelphia: Al Fingerman of 
the Ernest William Greenfield agency became father of a son on 
July 17; Chet Cooper, production operations manager of WFIL-TV 
also became the father of a son in July; Brian Bradfield, assistant 
to the publisher of TV Guide, became the father of a daughter, 
his fifth. child. . . 

Helen Seevers, St. Louis agency head, hosted a midsummer media 
men’s melee Aug. 7, to which came some 70 space peddlers, includ- 
ing 50 or so from Chicago. One highlight was selection of Tom 
Bryant of Redbook’s Chicago staff as “Space peddler of the year.” 
Jurors helping Helen make the choice were Frank Chipperfield, of 
Gardner, and Oscar Zahner, Ruthrauff & Ryan... 

Robert E. Lusk, head of Benton & Bowles, will serve as chairman 
of the advertising committee for the Greater New York Girl Scouts 
1956 fund drive. . . 

Roger W. Clipp, general manager of WFIL stations, and Lloyd E. 
Partain, of Curtis Publishing Co., were named to the Chamber of 
Commerce of Greater Philadelphia domestic distribution commit- 
tee... 

R. H. Gore Sr., chairman of the board of Gore Publishing Co., 
Fort Lauderdale, Fla., newspaper publisher, has been named chair- 
man of the board of Home Owners Independent Life Insurance 
Company, Fort Lauderdale. Mr. Gore was one of the founders 
of Home Owners Life, which was formed a year ago. 

G. Frank Sweet, president of G. F. Sweet & Co., Hartford adver- 
tising agency, is recipient of the Hartford Advertising Club’s first 
Distinguished Service Award. He was cited for his “thorough ex- 
perience in advertising, his principles in conducting his own busi- 
ness, and the numerous community activities he has carried out 
since 1942”... 

William 8S. Morris, president of Southeastern Newspapers Inc., 
publisher of the Chronicle and Herald, Augusta, Ga., is vice-chair- 
man of the 1956 Community Chest drive... 

A daughter, Sandra Elaine, has arrived at the home of Perry B. 
King and his wife, Elaine, to keep son Randy company. Mr. King 
is merchandising manager of Family Weekly... 


NEWLYWEDS—Bruce Robinson, 
the New York sales staff of <_ 
American: Weekly, and his bride, 
former Ellen Crow, classified ad 
exec at Flint Advertising Associ- 
ates, New York, spend their hon- 
eymoon at Ogunquit, Me. 
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Coverage ...or Smotherage? | : i 


Would you pass up Captivating Frances there in order to date Fat Jenny? 
Oh. You don’t go for BIG FIGURES. 
Funny how some do. They fall for Fat Jenny’s come-along, “I’ve got more of everything.” 


Who wants it, you say. J 5 
And you’re so right! Here in our own bailiwick, farm publishing, we don’t claim the of 

BIG FIGURE, the umpteen million circulation. Who wants it? We feel if you see the ic 
waist on Jenny, you’ll see the waste in fat circulations. ae 


No, we like our figure just as it is—1,410,000—91% of it in the richest farm country on avrmer . 
earth. Capper Country! . 
Oh, one thing more about the girls. For the price of a few months’ whirl with Fat Jenny, 
you can date Captivating Frances every month of the year. 


Topeka Kansas 
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LEO W. BAYLES, President 
Drake Bakeries Incorporated, says: 


**Practically all of our appropriation for Drake’s Cake goes into Outdoor Adver- 
tising. It fits our regional pattern of distribution .. . its pictorial copy in full 
color gives us the maximum in human interest and appetite appeal... it 
provides the most complete coverage obtainable in advertising to reach con- 
sumers, our route men, and the many outlets through which our products are 
sold...it provides everyday repetition. How is it doing? Well, our sales 


are increasing.” 


OUTDOOR TELLS COMPLETE STORY 


National advertisers such as Drake Bakeries can tell their complete selling story with 
OUTDOOR. Their sales messages are seen by more people more often (according 
to latest T.A.B.* and POLITZ studies). Cost? Only 15c per 1000 for average national 
campaign. And it’s so easy to read all of a poster. 


*Traffic Audit Bureau 


Love at first bite 


Drake's 


YANKEE DOODLES 


\ 


{ Outdoo: Advertising ) 4 ee Si as 


“SEE-POWER” 


Poster designed by Young & Rubicam, Inc. S 


OUTDOOR ADVERTISING INCORPORATED a 
NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM : 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA + BOSTON + CHICAGO + DETROIT + HOUSTON + LOS ANGELES 
PHILADELPHIA + ST. LOUIS + SAN FRANCISCO + SEATTLE 


Copyright 1956 Outdoor Advertising Ine. ne 
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The Lafayette Journal and Courier Produces 
Extra Food Sales for Northwestern Indiana 


“Experience has taught us that the Lafayette Metropolitan 
area, with its high income and high retail sales per family, 
cannot be properly serviced except through the food pages 
of the Journal and Courier.” 


FRANK H. McMILLAN, President 


V. E. Eilers, Inc. 
Food Brokers 


This Important Indiana Market Is Covered Only by the 


LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


raters ‘s Best. 5. 
Balanced Marker. 


JOURNAL «COURIER © 


Member of Federated Publications 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


Weekly Newspaper Reps Adds 
24: Opens Atlanta Office 

Weekly Newspaper Representa- 
tives, New York, has been named 
national representative by 24 
weekly papers, among them the 
Citizen, Phenix City, Ala.; Tribune, 
Ormond Beach, Fla.; Brooklyn 
Kings Courier, and the Observer, 
Greenville, R. I. 

Weekly Newspaper Representa- 
tives also has opened a southern 
sales office in the William-Oliver 
Bldg., Atlanta. David J. Richard- 
son, 
Journal-Constitution, is manager 
of the new office. 


KVIP Bows in Redding 

KVIP, tv station owned by 
Shasta Telecasters Inc., has started 
operation at Redding, Cal., with its 
transmitter located more than a 
mile high on nearby Shasta Bally 
Mountain. Hitherto tv reception in 
Shasta County has come from 
KHSL-TV in Chico. 


aa meee 


a 


a 


“ONLY TEXAS’ BUSIEST SALESMAN 
; (Fort Worth-West Texas 


Masketat over 2,107,300 PEOPLE’ 


‘23.5% of Texas 


1955 TOTAL RETAIL SALES*= 


$2,536,309,000 


25.1% OF TEXAS 


COUNTIES AND 20% OR MORE 


IN 55 TEXAS COUNTIES SUNDAY. 


A far greater number of 20% counties 


LARGEST CIRCULATION 


than any other Texas newspaper. 


IN TEXAS 


a without the use of schemes, premiums or contests—“Just a Good Newspaper” 
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WASHINGTON STATE DAIRY PRODUCTS COMMISSION 
- 


NOURISHMENT PLUS—It’s good for 
you, too, says the Washington 
State Dairy Products Commission 
in a special summer promotion 
for “nature’s best refresher.” 


Dairy Group Uses 
‘Refresh’ Motif to 
Vie with Soft Drinks 


SeaTTLe, Aug. 21—A _ special 
summer promotion keyed to the 
theme, “Refresh with milk,” 
opened this month under sponsor- 
ship of the Washington State 
Dairy Products Commission. 
| “You feel more refreshed, you 
stay refreshed longer, when you 
refresh with milk,” copy in one of 
the newspaper ads declares. The 
campaign makes no mention of 
other food products or beverages, 
but the competition with carbon- 
ated beverages on the refreshment 
theme is apparent. 

The summer promotion is the 
heaviest yet undertaken by the 
commission for milk alone. It uses 
16 dailies, 34 weeklies and outdoor 
posters and painted bulletins in 
Seattle, Tacoma and Spokane, plus 
merchandising material for retail- 
ers. 


® “Refresh with milk” is one 
phase of a continuing promotion 
of milk that has stressed the ad- 
vice, “Drink three glasses of milk 
|every day.” This campaign opened 
|here in October, ’53. Since then, 
| during 33 consecutive months, con- 
|sumption of milk has increased 
|over the same month of the pre- 
|vious year, Fred Olsen, commis- 
| sion manager, reported. 

In June, 1956, fluid milk sales in 
‘the Puget Sound area were up 8% 
in one year and 27% in four years. 
This compares with an increase of 
slightly more than 5% in popula- 
tion in the same four years. 

The Washington Dairy Products 
Commission obtains funds from 
milk producers on the basis of %#¢ 
per lb. of butterfat. This year this 
allocation will raise $315,000 for 
promotion. The commission works 
closely with the American Dairy 
Assn. in promotion and research. 
Advertising is handled by the 
Burke Co., Advertising, Seattle. 


United Fruit Features 

Chiquita Banana in Fall Drive 
| United Fruit Co., Boston, will 
|'use magazines, spot radio and tv 
and trade publications in the fall 
drive which starts Sept. 2, with 
Chiquita Banana in the featured 
role. 

On radio there will be 25 spots 
a week for 10 weeks in 39 markets; 
tv spots are scheduled in eight 
major markets. The familiar jingle 
will have new lyrics and a new 
arrangement. The magazine list in- 
cludes Better Homes & Gardens, 
Ladies’ Home Journal, Life, Mc- 
Call’s and Parents’ Magazine. Bat- 
ten, Barton, Durstine & Osborn is 
the agency. 


Bryan Houston Elects De Pue 

George De Pue Jr., an account 
executive of Bryan Houston Inc., 
New York, has been elected a vp 
of the agency. 
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80 Fifth Avenue - New York 11, N. Y. 


FORBES 


Ss 


a rate eard with a 


? 


How Else Can You Keep 
Pace With Forbes’ Dynamic 
Circulation Growth — 

Now Over 200,000! 


Something big’s happening at Forbes! 
That’s the word among alert agencies and 
advertisers. 


The most respected name in the business- 
management magazine field has vaulted 
into the charmed 200-300,000 circulation 
bracket. 


Almost half of this top-drawer readership 
has been added in less than five years... 


FOR THE 


pencil? § 


Issue after issue, Forbes has delivered far 
in excess of its guaranteed base — a bonus 
without parallel in the field. . . 


This sensational rise was accomplished with- 
out pressure, gimmicks, premiums — just 
plain merit... 


All this despite a 50% increase in subscrip- 
tion price in less than four years! 


What’s being done about it? On June | 
Forbes had more general advertising pages 
in the house for °56 than it had al! of last 
year! 


Proof, that advertisers in every category of 
business know — through personal experi- 
ence — that when the chips are down, busi- 
ness turns to... 


DECISION 
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Another true-to-tite story about some make-believe characters 


Why are older 


men deeper in debt 


in Chicago? 


"Lit is the story of Henry Buck, 
a most unusual young man-on-the-way-up. 
Bang-up budgeteer and money-manager, he could face the window-pained envelopes 
of monthly bills without a qualm 4 or quota system. 
(Would we all were like Henry Buck!) 
But since we aren’t, Henry spent busy working hours as Admanager of the 


Save-the-Day Loan Co. He saw to it that all families needing emergency 


One day when perusing his paper (name given upon request), 
he noticed an ad about a guy named Joe and the interesting inside 


information that the Chicago Tribune has on the Chicago market. So Henry decided to give that 
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The group who answered ‘“‘personal loan company” was then analyzed by 
age and income group. And here’s the inside on those prospective out-of-money candidates: 
The traditional picture of a personal loan prospect had always been 


Se 
the young, low-income family. (Little money, big needs, Sey ar 
nd ed 


not familiar with other loan sdurces.) But the Tribune analysis showed that middle-age, 


A R p 
middle-income families é S 7 ) 
a le 


Middle-income families accounted for 42% of the total prospect group. 


offer the best source of business for personal loans. 


Families where the male head is 35-54 years old comprised 48.5% of the prospects 


didn’t automatically solve all of Henry’s perplexing problems. Or promote him to 


rel overnight. But when he put these figures to work, they 


did help him shine as a mighty wide-awake and market-minded young Adman-on-the-way-up. 


Company President 


So if you should happen to be perusing an ad about a guy named Joe 
and the inside information that the Tribune has on the Chicago market, 
why don’t you, like Henry, give Joe a buzz? See what he happens to know about your 


best customers or prospects in Chicago. After all—it was just such a call 


2 
ZT) 


that helped Save-the-Day 


Tribune. Nothing sells Chicago like the Tribune. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


4 


P. S. Joe’s number in Chicago is SU 7-0100; in New York, MU 2-3033; in Detroit, WO 2-8422; 


in Los Angeles, DU 5-3557; in San Francisco, GA 1-7946. 


Oe a — .: See CO ae 2 ere ae Be a ee. Se Bie ll eae eer a i rae yaaa egg ear 
guy Joe a buzz. “Say, Joe,” said Henry i “‘what do you know about Chicago’s loan prospects?” 
And it just so happened that Joe knew quite a lot. 

The Tribune had just recently asked 3880 Chicago households one of life’s | 
biggest questions: “If you had to borrow money for a doctor bill, where do you : 
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‘ 
If you think In presenting your product, illustration and 
| sales message to customers rarin’ to buy, the power 
you have | and purchase appeal of fine photoengraving 
reproduction and relief printing has yet to be matched. 


the best, 


But even the best of printers, publication or otherwise, 
can do little to improve on poor engraving material. It 
is expensive folly to print on invaluable white 
space with anything but completely trouble free plates 
whether they be color or black and white. 
Hutchings & Melville instill a feeling of security 
in their customers by making engravings that 
SELL AT THE POINT OF IMPRESSION. 


show it by 
the best 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone: EAstgate 7-9220 


photoengravers 


Skilled operators of the imported Klimsch Camera _4 Color Proofing Presses 


_- Advertising Age, August 27, 1956 


Jack Sandler to WQAM 

Jack Sandler, formerly sales 
manager of KOWH, Omaha, has 
been named general manager of 
WQAM, Miami, which was recent- 
ly purchased by Mid-Continent 
Broadcasting Co. His former post 
at KOWH will be taken over by 
Ed Morgan, a KOWH salesman. 


‘Bulletin’ Adds to R.O.P. Color 

The Philadelphia Bulletin will 
introduce r.o.p. color advertising 
evenings on Sept. 10. The newspa- 
per is adding four new color cyl- 
inders to the eight in current use. 
The Sunday Bulletin has offered 
r.o.p. spot and full color for the 
past 14 months. 


WCDT Joins ABC Radio 

WCDT, Winchester, Tenn., has 
affiliated with ABC Radio. The 
station will continue as an affiliate 
|of the Keystone Broadcasting Sys- 
| tem. 


Southern California? 


When you're in 


fos Angeles Examiner 


Over 344,000 every day 
Over 700,000 every Sunday 


Want more facts and figures? 
Ask the HAS-man nearest you! 


It may sound negative, but it’s as 
positive as we can make it: 
You can’t cover Los Angeles adequately 


without the Los Angeles Examiner. 


In short: the Los Angeles Examiner today 

is a market-must. It enables you to reach not 
only Los Angeles County (now No. 1 in 
National Retail Sales) but Southern California! 


Represented by Hearst Advertising Service Inc. 


JOE S. WATKINS, formerly on the 
creative-contact staff of Gardner 
Advertising Co., has joined Bonsib 
Inc., Fort Wayne, as a vp and cre- 
ative director. He also has been 
with Zimmer, Keller & Calvert 
and ad and sales promotion man- 
ager of Nutrena Mills. 


Credit Customers 
Are 20% Better Ad 
Readers, Wood Finds 


PHILADELPHIA, Aug. 21—A de- 
partment store’s newspaper ads 
get 20% more attention from peo- 
ple who have charge accounts at 
the store than from people who 
don’t. And the ads are, in addition, 
almost twice as effective with the 
charge plate holders, according to 
a report just issued by J. A. Wood 
& Co., market research organiza- 
tion. 

In a series of studies conducted 
for department and _ specialty 
stores in the East, Midwest and 
South, the research organization 
interviewed 4,329 women to find 
out what influence charge plates 
had on their ad reading and their 
buying habits. 

In answering the question, 
“Which department or specialty 
store ads do you read regularly?” 
66% of the account holders men- 
tioned stores where they had ac- 
counts, while only 55% of those 
without accounts mentioned those 
same stores—indicating a 20% ad- 
vantage in readership among 
charge plate holders, the report 
notes. 


s Another question was, “To 
which downtown stores have you 
gone for something advertised in 


newspapers?” Here, 26% men- 
tioned stores where they had ac- 
counts, and 13.6% mentioned 


stores where they did not. The ra- 
tio of ad effectiveness is 1.9 to 1 
in favor of people with charge ac- 
counts, Wood & Co. points out. 
The extra enticement that the 
charge plate gives the consumer 
hits all economic groups, the re- 
port shows. It is most effective 
among women between 17 and 29. 
The ratio of ad effectiveness on 
women in this age bracket was 2.2 
to 1 in favor of women with 
charge accounts, the report says. 
The report is one of several that 
A. J. Wood & Co. has issued re- 
cently on the effects of charge 
plates on consumers. An earlier 
report was titled “Charge Account 
Behavior of the Career Girl,” 
(AA, July 9). 


‘Playboy’ Files ‘Playgirl’ Suit 
Playboy, published in Chicago 
by HMH Publishing Co., has filed 
suit in federal court at San Fran- 
cisco asking that Walter Hale be 
prevented from using the title 
“Playgirl” for a magazine which 
he publishes in San Francisco. The 
suit charges trademark infringe- 
ment. 


Abitibi Sales Are Up 

Abitibi Power & Paper Co., To- 
ronto, had sales for the first half 
of 1956 of $65,527,290, up from 
$59,660,865 for the first half of 
1955. Net profit for the period was 
$7,990,684, or $1.85 a common 
share, compared to the 1955 figures 


of $6,508,342, or $1.49 a share. 
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The building intent 
- dealer’s basic source 
seam of information about 


Zi ,-everything he buys, 
OF wlis and vee. 


a better timed, more complete" 7°" 


lumber dealer BUILDING PRODUCTS “7 
buying and selling guide 


A BRAND NEW BOOK, cover to cover, the 1957 Dealer 
Products File issue of American Lumberman will be 
the most complete guide to the buying and selling of 
building products ever made available to lumber and 
building material wholesalers and retailers. 


IMPROVEMENTS ARE BASED ON NATION-WIDE RE- 
SEARCH by an outside editorial consultant and staff 


editors, who conducted exhaustive personal interviews 
with dealers as to their use of last year’s issue, plus their 
reaction to the best new features of the more successful 
directories of other industries. 

MANUFACTURERS will find the 1957 edition of this long 
established dealer directory an even more effective and 
resultful “showcase” for their building product and 
equipment advertisements, for these reasons: 


1 Its improvements will multiply the 
of the Dealer Products File by su 
crease its already top circulation. 


2 January publication will bring the Dealer Products 
File to dealers when they have a more than ordinary 


daily use 
ibers, and in- 


= AMERICAN 


shed every other Monday © EDITORIAL AND EXECUTIVE OFFICES + TWENTIETH FLOOR 139 NORTH CLARK STREET « 


LUMB E RMAN Merchandiser 


aa 


: 
need for product information—at the beginning of 
the year, when inventories are lower, and when 
dealer and contractor plans for the coming building 
season are firming into actual buying decisions. 


3 The issue’s new earlier timing, will also enable manu- 
facturers who are preparing printed product infor- 
mation for the NRLDA and NAHB shows, to also 
place the same catalogs in more than 20,000 dealer 
establishments at the nominal cost of Dealer Prod- 
ucts File bulk insert rates. 


PUT THIS ISSUE ON YOUR 1957 AD SCHEDULE NOW. 
And be sure to reserve enough space to adequately 
catalog your products in this essential dealer directory. 
For specific details see your local American Lumberman 
representative. 


REMEMBER THE NEW PUBLICATION DATE: 
January 21, 1957 


THE DEADLINE FOR ADVERTISEMENTS IS: 
December 21, 1956 
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_ They buy American 


and WEEKEND is the key fo their 
$309 million yearly spending 


THE AMERICAN WEEKEND is the key to this fertile $300,000,000 
annual consumer market, comprised of the more than 100,000 families 
of U.S. Armed Forces personnel and civilian employees of the military 
in Europe. No “barracks bachelors”, these—but solid, well-paid 
Americans and their families, constantly shopping for American 
goods of aii kinds. " 
THE AMERICAN WEEKEND is the family newspaper of Americans abroad. It gives 
them vital news, women's features, U.S. sports and 16 pages of American comics. And its 
advertisi columns set the pattern of their buying, most of which is done in convenient big 
familiarly called Commissaries, Exchanges and Ship's Stores. Your advertis- 
ment in the American WEEKEND is seen by the entire family. 


LET US SHOW YOU HOW can have a share of this great market—an export 
market without export “red =e \ 


Write, wire or phone our nearest office new for copies, rates, market data book, “Timely Facts”. 


Commercial TV 
Nations Have 96% 
of World's Sets 


‘TV Factbook’ Says 80% 
of World's Sets Are in 
U. S., 12% in Britain 


WasHincton, Aug. 21—All but 
2,000,000 of the world’s 50,000,000 
tv sets are in countries where com- 
mercial tv operates or is contem- 
plated in the immediate future, ac- 
cording to a tabulation based on 
data in the 23rd semi-annual edi- 
tion of Television Factbook, a di- 
rectory of the tv industry just pub- 
lished by Television Digest. 

Nearly 80% of the sets are in 
the U.S. Of the remaining 11,700,- 
000, more than 6,000,000 are in 
Great Britain, and another 2,200,- 
000 are in Canada. 


“Where's J. W.? I thought he wanted a closer look at 
the part about how things have changed in Cincinnati.”’* 


“THE RUNAWAY NO, 1 DAILY NEWSP 
CINCINNATI ENQUIRER. No. 
(all-time 
(ditto). No. 


Advertising, Total Display, 


1 in just about 


Automotive). 


a a. 
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2 OH 5 ag om 
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1 in Retail Display linage 
you-name-it (including Total 


Solid Cincinnati reads the CINCINNATI ENQUIRER ¢« Represented by Molon 


——1 


ey, Regan & Schmitt, Inc. 


Advertising Age, August 27, 1956 


Among the features of the new 
edition of Television Factbook is 
full information about personnel, 
rates and facilities for all 478 U.S. 
stations, as well as for Canadian 
stations and stations in Mexico and 
Cuba. 

The Factbook includes an addi- 
tional table identifying all tv sta- 
tions. operating or under construc- 
tion in 41 other countries, together 
with latest set count figures for 
each country. 


® Other features include (1) com- 
plete directories of networks, pro- 
gram syndicators, tv and radio 
manufacturers, electronic labora- 
tories, etc.; (2) statistical tables on 
tv time sales and set and tube pro- 
duction and sales and (3) complete 
lists of pending tv applications, 
with the 178 additional stations 
currently authorized but not yet 
completed. The new edition con- 
tains 456 pages, and sells for $4.50. 

The Factbook’s table on world 
tv set distribution shows that ap- 
proximately 100 of the 246 stations 
located outside the U.S. accept 
advertising. These stations are in 
20 of the 41 nations which current- 
ly have tv. In addition to Great 
Britain and Canada, other nations 
where commercial service exists or 
is authorized include: 

Latin America: Argentina (70,- 
000 sets), Brazil (200,000), Colom- 
bia (22,000), Cuba (200,000), Mex- 
ico (200,000), Dominican Republic 
(6,000), Guatemala (5,000), Vene- 
zuela (8,000). 

Europe: West Germany (430,- 
000), Saar (1,500), Portugal (first 
service due by late i956 or early 
1957), Luxembourg (500), Monaco 
(2,000). 

Asia: Japan (250,000), Korea 
(300), Philippines (7,500), Thai- 
land (4,000). 

Australia: (four commercial sta- 
tions to start this summer and 
fall). 

Africa: Morocco (4,000). 


® Biggest non-commercial area is 
Russia, with 1,000,000 sets. Other 
big “holdouts” are France with 
360,000, Italy with 300,000, Bel- 
gium with 90,000 and the Nether- 
lands with 80,000. 


Pillsbury Mills Advances 
Clasen, Fogel, Rankin 

Pillsbury Mills Inc., Minneapolis, 
has promoted Earl A. Clasen, di- 
rector of marketing of the grocery 
products division since 1954, to 

manager of the 

division. At the 

= same time, Rob- 

; ert C. Fogel, pre- 

viously manager 

of the Pillsbury 

grocery products 

branch in Los 

Angeles, was ap- 

pointed merchan- 

dising manager 

of the division. 

Mr. Clasen joined 

Pillsbury’s ad- 

vertising department in 1944 and 

was named ad manager of the 

grocery products division in 1947. 

Mr. Fogel joined the company in 

1949 as a grocery products mer- 

chandiser and was advanced to 
supervisor in 1950. 

The company also has named 
James L. Rankin to succeed How- 
ard W. Files as vp in charge of 
human relations, effective Sept. 1. 
Mr. Files, who will retire early in 
1958, will remain as a counsel] to 
the human relations department, 
which ineludes public, customer 
and stockholder relations. Mr. Ran- 
kin formerly was vp in charge of 
the grocery products division. 


RCA Raises TV Prices 

RCA Victor, Camden, N. J., has 
announced a price increase on most 
of its current line of b&w televi- 
sion sets. The new prices, to be- 
come effective Sept. 1, will range 
from 1% to 10% more than the 
present levels. 
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OME magazines might relax a bit when they reached the 


country’s largest weekly circulation—5,714,310 
and the country’s largest weekly audience—26,450,000 
Sources: for circulation, Publisher’s ABC Statement, first half 1956; for audience, A 


Study of Four Media, 


pand your traffic and your volume of sales . .. because what’s 


But LIFE is constantly working for you, the retailer, to ex- 
good for you is good for LIFE! 


and the country’s largest dollar volume of advertising— 
$68,667,056 in the first half of 1956 
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4 Here’s how retail mA | 
F ere’s how retailers fh 4 
4 PD ¢ : + . % . 
ae ked with LIFE: a = \ f 
1: worked wi pp 
3 i . epee \ } 
i ! Last year, according to the Advertising Checking Bureau, : i H i 
; H there were 8,334,068 retail newspaper tie-in lines with ; H ; / 
ie i “Advertised-in-LIFE”. . . ; ; i 
hl 4 : : 
p $ : and 165,894 retail newspaper tie-in lines with LIFE j : H Fj 
i Foon : editor ials. i 3 i ag 
\ f = To sum up: in 1955, department stores used the pro- H Se en | it; 
\ tf motional service and the promotional power of LIFE ap- pains fi 
} ‘ i proximately eight times as much for newspaper tie-ins as 0d 
} s / o the next 3 general magazines combined. 
. ea Isn't it time you tied in with LIFE. 
4 
’ OEE d 
; _Here’s what general merchandise an 
. e 
variety store retailers reported: 
General merchandise and variety store retailers pick © about by manufacturers and their representatives is LIFE 
LIFE as their first choice of all magazines to carry ad- —by more than 6 to 1 over the next leading magazine. 
vertising for the brands they sell—by almost 2 to 1 over These general merchandise and variety store retailers and 
the next leading magazine. their families report subscribing to or purchasing LIFE reg- i 
They report that the magazine most frequently talked ularly—by 114 to 1 over the next leading magazine. frm} 


AND MOST IMPORTANT: Advertising appearing in LIFE is—by actual 
count on a given day—the advertising most often used for store tie- 
in displays—by more than 4 to 1 over the next leading magazine. 


Retailers rank LIFE 
ahead of any other magazine! 


ren, 
f s. 
LIFE works for retailers in the 3 out of 5 households it fi 
reaches in the average community in a 13-week period. j j } | 
And LIFE also works for retailers at the point of sale— ff} ; Ee 
. . <2 : s e 
right in your store! f fii : 
That's why, in a just-completed independent survey by F i sj : 
~ Audits and Surveys Co., Inc. LIFE proved to be the over- f Ha i 
whelming favorite of retailers in every volume bracket. Pasi } i 7 
Source for household audience: A Study of the Household Accumulative Audience ya é 
of LIFE. - o* 
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Here’s how LIFE works 
in the stores: 


ADVERTISED IN 


1. | a S continuity program 


A year-round, store-wide program of tie-ins with the products advertised in 
LIFE. Initiated at Gimbels, Philadelphia in 1952—now carried on by retailers 
in many parts of the country. 

Says H. K. Melnicove, Vice-President in charge of Publicity and Store Plan- 
ning for the Hecht Co., Washington, D. C.: “Continuity ties LIFE impact into 
our brand merchandising, driving home national advertising at the point of 
sale. Continuity, to us, means merchandising where we need it most—across 
that last three feet of counter space to the customer.” 


HECHT CO. CONTINUITY DISPLAY 


2. LIFE fashion editorial tie-ins 


A program designed to give you, the retailer, the opportunity of using 
LIFE’s fashion authority—and ingenuity—in selling fashion . . . through 
window displays, point-of-sale displays, fashion shows and local newspaper 
advertising. Just look at what was done with “Modern Art: in Fashion,” 
a fashion feature from the November 14, 1955 issue of LIFE. 


Bh) 


CARSON PIRIE SCOTT, POINT-OF-SALE DISPLAY ey A AL ae | a ae Sf _ 
LORD & TAYLOR WINDOW 


Jackson Green, Advertising and Display Manager of I. Magnin, Seattle, sums 
up the promotion: “We had a very successful response to our LIFE fashion 
windows. The LIFE tie-ins actually had great commercial vaiue . . . stimulated 
public interest . . . had a great amount of sales appeal. But the most important 
thing to us was the excellent timing of the LIFE fashion feature.” 
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3. LIFE special promotions— 
“Changing American Market” 


In dramatic selling campaigns like the one carried on at Bam- 
berger’s, Newark, LIFE showed store executives its impressive 
“Changing American Market” film. LIFE helped them combine 
the theme with “‘Advertised-in-LIFE” for a giant, year-long pro- 
gram of continuity tie-ins, sales and promotions. 


When LIFE! hit Bamberger’s 
sales went up 12% 


(in comparison with the same period of the previous year, and at a time 
when the U.S. sales average was up 69%, the Newark area up 5°.) 


Says Joseph H. Liebman, Vice-President and Director of Sales 
Promotion: “Our dominant tie-in with LIFE magazine was sound. 
Merchandise took on significance to our customers because of the 
authority implicit in LIFE support. There was the powerful sug- 
gestion that we carried a wide assortment of everything worth- 
while, because only worthwhile merchandise appears in LIFE.” 


4, LIFE talks to your salespeople 


LIFE maintains a broad program designed to increase the selling 
power of the people who deal directly with your customers. Three 
extraordinary examples: 


“What in the World”—a unique presentation of color slides 
taken by LIFE’s famed photographer Mili, explaining to your 
salespeople the importance of the department store industry, and 
the tremendous contribution they are making to it and to the 
national economy. 


“For Salespeople Only”—a presentation for salespeople point- 
ing out the advantages of using ‘‘Advertised-in-LIFE”’ to achieve 
better sales results in their everyday work. 


Special Sales Meetings—presentations that help salespeople 
to a better understanding with their customers and, as a result, 
to an increase in their sales. 


Help LIFE work for you. Tie in regularly with “Advertised-in-LIFE.” 


See how many of the apparel and soft goods brands you carry are advertised in LIFE: 


Acme Boot Co. 

Adam Hats 

Alligator Rainwear 

American Institute Of Men’s 
And Boy’s Wear 

American Rayon Institute 

American Viscose Corporation 

Anvil Brand Casual And 
Utility Wear 

Berkshire Knitting Mills 

Biflex Bras & Girdles 

Blue Bell 

Bostonian Shoes 

Botany “500” 

Brand & Oppenheimer 

Brookfield Clothes 

Burgio Bros. 

Burlington Industries 

B. V. D. Co. 


(JULY THROUGH SEPTEMBER, 1956) 


Cannon Mills Hosiery 
Chemstrand Acrilan 

Clipper Craft Men’s Clothing 
Cluett, Peabody 

Creighton Shirt Co. 

Dan River Mills 

Dickie Work Clothes 

Dobbs Hats 

Du Pont 

Durene Association Of America 
Eagle Knitting 

Empire Shield Baby Pants 
Endicott Johnson 

Esquire Socks 

Exquisite Form 

Farah Mfg. Co. 

Florsheim Shoes 

Formfit 

John Frederics, Inc. 


G. H. & F. Freyberg 
Fruit Of The Loom 

Gale Creations 

Gardiner Shoe Co. 

L. Gidding Co. 

Glenoit Mills 

Haband Men’s Ties 
Haggar Slacks 

Hanes Hosiery 

P. H. Hanes Knitting Mills 
Hart, Schaffner, Marx 

H. D. Lee 

Hickok Belts ° 
His Nibs Shirts 
Industrial Rayon 
International Latex Corp. 
Jarman Shoes 

Juvenile Mfg. Co. 
Kleinert Baby Pants 


Lackawanna Pants 
“La France” Hosiery 
Lakeland Mfg. Co. 
Lovable Bras 
Magnet Mills 
Maidenform 

Mayo Spruce 
McGregor-Doniger 
Minnesota Mining 
Modern Globe 
Mojud 

Monterey Undergarment Co. 
N. & W. Industries 
Perma-Lift 

Piedmont Mfg. Co. 
Pointer Hosiery 
Poirette Corsets 


Princess Pat Panty Knitwear Co. 


Publix Shirts 

Robert Hall 

Rose Marie Reid 

Sacony 

Sanforized 

Sherman Underwear Mills 
Slane Hosiery 
Stahl-Urban Co. 

Thom McAn Shoes 

Twist Twill Work Clothes 
U. S. Shoe Corp. 

Van Heusen 

Vicara 

Warner Bros. Co. 

Welico Shoes 

Weyenberg Shoes 
Wolverine Shoes 

Wool Bureau 
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Me KNOXVILLE, 
54th 


3 Metropoli tan ‘Market 


ie 


Noe 
KNOXVILLE 


HE 


1,391,280 (5¢ cours) 
345,810 
$1,081,361,650 
$1,290,306, 630 


THE POWER MARKET OF THE SOUTH 
CH AN N E L 
100,000 WATTS 


Knoxviltlte, Tennessee 


Represented Nationally by: AVERY-KNODEL INC. 
NEW YORK e ATLANTA e DALLAS e SAN FRANCISCO e LOS ANGELES e CHICAGO 


Advertising Age, August 27, 1956 


This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 

Wasuincton, Aug. 23—lIf you 
| believe what you read in the party 
platforms, tax cuts will be a pri- 
lority item next year, regardless of 
baw party wins the election. 
| Both pledge special relief “for 
|small business.” Democrats say 
\they will help the “little fellow” 
|by increasing the individual tax 
|exemption to a minimum of $800. 
| In their more sober moments in 
Congress last winter, Republicans 
\talked of the day when it would 
|be possible to do something about 
| super-surtaxes which prevent high 
|income groups from retaining the 
| fruit of their effort. 

Now, however, they are stimu- 
lated by the realities of the im- 
pending campaign. Their plank 
promises a cut keyed to low and 
middle income groups, just as soon 
as the Treasury has sufficient sur- 
plus to permit it. 

* + * 

Protectionist Democrats? Did 
you notice how the Democrats 


pledged “vigorous support” for the 
Hull reciprocal trade program. But 
they complain Republicans carry 
out this program “with flagrant 
|disregard” for the welfare of 


se | “hundreds of thousands” of Amer- 


|icans engaged in agriculture, in- 


| dustry and labor. 


| Their effort to capitalize on the 
tariff issue may be more than 
mere partisanship. Democrats his- 
torically have stood for low tariffs, 
but in recent years textile mills of 
New England and the South have 
worried about mounting Japanese 
competition. That New England- 
Dixie coalition in Chicago appar- 
ently had more in common than 
its admiration for Sen. John Ken- 
nedy. 
° . * 

Home Builders Stymied: Home 
builders, hard pressed to sell the 
reduced number of homes they are 
starting this year, are uneasy 
about impending increases in the 
cost of components that go into 
homes. Most materials already cost 
4% to 10% more than last year, 
and the recent steel settlement is 
sure to bring a new round of price 
adjustments. 

Latest government figures show 
the number of starts during the 
first seven months of 1956 ran 
17% below 1955, and even below 
the seven-month total for 1951 
through 1954. 

* a - 

Federal Reserve Studies Con- 
sumer Credit: Federal Reserve 
representatives are busily asking 
auto dealers and other business 
men how they feel about proposals 
giving the board authority to con- 
trol consumer credit. 

Since the expiration of special 
wartime authority, consumer cred- 
it terms have been a matter of 
| business judgment. The current 


| survey was proposed by the Pres-| 


|ident’s Council of Economic Ad- 
visors to determine whether ex- 
cessive credit last year caused 
dealers to “oversell” 1955 models 
and “borrow” against their 1956 
prospects. 

While the board has long hun- 
gered for permanent power in the 
consumer credit field, it promises 
an objective report on the opinions 
which it gets from business men. 

e . * 


FCC Bureau Criticizes FCC 
Plan: FCC’s own broadcast bureau 
says the commission has been less 
than fair to applicants who have 
been given conditional grants for 
vhf stations in the “underserved” 
New Orleans, Peoria, Hartford and 
Springfield, Ill., markets. 

While the commission has 
picked winners in contested cases 
for stations in these markets, it 
says no construction can start un- 


| hedged on tariff this year? They | 


| 


GOP Shifts Tax Views for Platform 


til a final decision is made on 
proposals to substitute uhf for vhf 
channels. 

The stations have protested. And 
to their surprise, the broadcast bu- 
reau has filed a statement con- 
tending that the permits should be 
“unfrozen,” with the understand- 
ing that FCC can still substitute a 
uhf channel any time it wishes. 

. . * 

Waiver: For 35 years, postal 

patrons have been required to put 
the legend: “May be opened for 
inspection” on all sealed parcels 
sent as third and fourth class 
mail. With a little prodding from 
Assistant Postmaster General Nor- 
man Abrams, who abhors red tape, 
the department’s lawyers have re- 
studied the matter, and now they 
say this waiver is no longer neces- 
sary. 
Their newest interpretation holds 
that the patron automatically 
agrees to inspection when he mails 
a sealed parcel at third or fourth 
class rates. He can protect his par- 
cel against inspection simply by 
paying first class rates and mark- 
ing it “first class.” 

Mr. Abrams was thinking of 
more than the public’s conven- 
ience. With over a billion pack- 
ages handled annually, the depart- 
ment’s employes have had a 
difficult time collecting first class 
“postage due” for parcels partially 
sealed with cellophane tape, where 
the mailer unwittingly omitted the 
“may be opened” disclaimer. 


Plans ‘Biggest' Ad Campaign 

Knapp-Monarch Co., St. Louis, 
plans its biggest fall and winter 
advertising program for its Liqui- 
dizer and Redi-Baker. Half-pages 
in Guide for the Bride, House 
Beautiful, House & Garden, Life 
and Living for Young Homemak- 
ers, plus tv commercials on NBC’s 
“Today,” ABC’s “Famous Film 
Festival” and CBS’s “Arthur God- 
frey Show” are scheduled. Frank 
Block Associates, St. Louis, is the 
agency. 


Smoldt Joins BofA in S.F. 

Walter L. Smoldt, formerly head 
of a newspaper consultant com- 
pany bearing his name, has joined 
the Bureau of Advertising, Amer- 
ican Newspaper Publishers Assn., 
as western manager of chain and 
department store sales in the San 
Francisco office. He succeeds Roy 
Bradt, who died in June. 


Head of the Quality Class 
in Macken... 
APPLETON. NEENAH-MENASHA. WISCONSIN 


oe . > 


43.7% of the more than 22 million doller 

annual Food sales of the Appleton, Neenah, 

Menasha, Wisconsin City zone is done by 

the five area Krambo Food Stores. 

Krambo's Appleton headquarters and ware- 

aoe serves 22 of the states’ 30 Krambo 
tores. 


The 264 Krambo Employees in this area 
and their 100,000 neighbors, share the 
growing and persistent prosperity of the 
market; their security composing the cash- 
register melody of over $104,000,000 
spent for goods and services advertised in 
the POST-CRESCENT. 


Best evidence of the POST-CRESCENT'S 
potency is the record: it’s Wisconsin's 
FIRST Evening newspaper in editorial 
linage, SECOND in advertising volume! 


APPLETON Post: CRESCENT 


KEN &. DAVIG. manacee. Gen. aBvenTigIne 
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Companion sells your product to the homemaker and the retailer! 


TS 2, 


homemnter is many things 


Mother...food buyer...civic worker...den mother...endless are the roles 
played by the American homemaker today. The impact of her 
decisions is felt in every human enterprise...in the market place...in the 
arts...in politics...and recreation. It is to the alert, inquisitive 
mind of America’s homemakers that COMPANION directs itself. 
Among women’s service magazines, COMPANION alone concentrates 
on the type of information and entertainment which attracts and activates 
enlightened homemakers. Your selling message fares best when in 
company with the significant, stimulating pages of the COMPANION. 


640 FIFTH AVE,, 


CROWELL-COLLIER PUBLISHING CO. 


NEW YORK 19. W.Y. 


~~ 


PUBLISHERS OF WOMAN'S FONE COMPANION. COLLIER'S 
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SHOW PEOPLE KNOW 


how DYNAMIC DAVENP ORT goes! 
(7-~* 


‘DAVENPORT 
NEWSPAPERS 


Want to sell this responsive, dynamic market? Use 
Davenport Newspapers — for the 10th consecutive 
year, first in lineage in all lowa and the Quad 
Cities! 

(Represented by Jann & Kelley) 


. 


Gershman to Harshe-Rotman 

James D. Gershman has been ap- 
pointed vp in charge of the New 
York office of Harshe-Rotman, 
public relations company. Mr. 
Gershman formerly was advertis- 
ing manager of Gimbel Bros. and 
before that was public relations 
director of R. H. Macy & Co. 


Haloid Names Hesketh A.M. 

Haloid Co., Rochester, N.Y., has 
appointed William N. Hesketh ad- 
vertising and sales promotion 
manager. He succeeds the late 
Thomas J. Liston. Mr. Hesketh 
formerly held advertising posts 
with Taylor Instrument. Cos., 
Rochester. 


Harper Advances Tuttle 

H. M. Harper Co. Morton 
Grove, Ill., maker of non-ferrous 
and stainless steel fastenings, has 
appointed Robert D. Tuttle mar- 
keting manager. Mr. Tuttle has 
been branch manager in Harper’s 
St. Louis office for the past two 


Conventions 


* Indicates first listing in this column. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

*Sept. 16-17. Midwest Newspaper Ad- 
vertising Executives Assn., fall meeting, 
Fort Des Moines Hotel, Des Moines, Ia. 

Sept. 16-18. 7th District, Advertising 
Federation of America, Baton Rouge, La. 

Sept. 19-22. Advertising Typographers 
Assn. of America, 30th annual convention, 
Forest Hills Hotel, Franconia, N. H. 

Sept. 21-22. 8th District, Advertising 
Federation of America, Milwaukee. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, Sham- 
rock Hilton Hotel, Houston. 

Sept. 23-28. Newspaper Food Editors 
Conference, Waldorf-Astoria Hotel, New 
York. 

Sept. 27. Magazine Publishers Assn., fall 
meeting, Westchester Country Club, Rye, 
N. Y. 


Circulating Davenport, lowa; Rock Island, Moline, 
and East Moline, Ilinois years. Sept. 27-28. First Annual Newspaper 
ROP Color Conference, sponsored by the 
American Assn. of Newspaper Represent- 
atives, Advertising Agency Production - 
Men's Club of Chicago and Art Di- 
rectors Club of Chicago, Sheraton Hotel, 
Chicago. 

Oct 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 4-5. American Assn. of Advertising 
Agencies, Central Region, Sheraton-Black- 
stone Hotel, Chicago. 

Oct. 5-6. Midwestern Advertising Agen- 
cy Network, 4th quarterly meeting, Edge- 
water Beach Hotel, Chicago. 

Oct. 7-10. American Assn. of Advertis- 
ing Agencies, Western Region, Hotel Del 
Coronado, Coronado, Cal. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and ex- 
hibit, Hotel Statler, Detroit. 

Oct. 11-13. Pennsyivania Newspaper 
Publishers Assn., annual convention, 
Bellevue-Stratford Hotel, Philadelphia. 
Oct. 12-14. Intercity Conference of 
Women's Advertising Clubs, Minneapolis. 
Oct. 12-14. 3rd District, Advertising Fed- 
eration of America, Charlotte, N. C. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 
Oct. 15-16. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Assn., 
Chicago. 

Oct. 15-19. 53rd annual National Busi- 
ness Show, New York Coliseum. 

Oct. 17-18. National Business Publica- 
tions, Chicago regional conference, Sher- 
aton-Blackstone Hotel. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago. 

Oct. 19-20. American Assn. of Adver- 
tising Agencies, East Central Region, 
Aurora Inn, Aurora, O. 

Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

*Oct. 22-23. New England Newspaper 
Advertising Executives Assn., Parker 
House, Boston. 

Oct. 22-24. Assn. of National Advertisers, 
annual meeting, Drake Hotel, Chicago. 
Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 


Nov. 13-14. National Business Publi- 
cations, New York regional conference, 
Plaza Hotel. 

Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fila. 
Nov. 27-28. American Assn. of Adver- 
tising Agencies, Eastern Region, Hotel 
Roosevelt, New York. 

Nov. 29. Advertising Research Founda- 
tion, 2nd annual conference, Hotel Am- 
bassador, New York. 


Brown Forming Emerald Co. 
James Brown, who has taken an 
indefinite leave of absence from 
his post as chairman of the board 
of Hoefer, Dieterich & Brown, San 
Francisco (AA, Aug. 13), has an- 
nounced that he will help to es- 
tablish Emerald Irrigation Co., of 
Salinas, as a distributor of irriga- 
tion equipment. Mr. Brown will 
retain his full interest in the San 
Francisco agency and participate 
actively in its management. 


S&S Adds Travel Sections 
Charm and Mademoiselle, Street 
& Smith magazines, plan to put out 
New York-eastern editions, each of 
which will contain special travel 
sections, effective with the Janu- 
ary, 1957, issues. Rates for b&w 
pages in either book will be “less 
than $1,500,” the magazines said. 


Shortens Name to ‘Fast Food’ 
: Fountain & Fast Food, New 
York, a Bill Bros. publication, has 
shortened its name to Fast Food, 
effective with the August issue. 


You meet the riost interested people ...in TIME Canadian 


There’s nothing that TIME can tell asymphony conductor _ range through a whole world of things. And they are keenly 
about the field of music. curious about everything new. 

But gifted minds are not narrow minds. Their interests Wherever they are—whether in business, the professions, 
government or the arts—TIME is attuned to their needs. 
And they are attuned to TIME. 

These Canadians have both influence and affluence. This 
influence is often felt in business buying decisions; the afflu- 
ence is the reason they live so well. 

In short, they are not merely most interested in the news 
in TIME. They are also most interested in the industrial and 
consumer advertising they find there. 
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TIME Canadian to reach Canada’s most interested market 
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NUMBER SEVEN IN A SERIES 
Se ~ oS ae pes 


LAST FRONTIER : Oklahoma Territory, 1889 


The surging spirit of the American people reached its most 
spectacular climax during the late nineteenth century, when 
the last of the great land expansions took place in the fabled 
Oklahoma Territory. Countless thousands of visionary Amer- 
icans, imbued with the ideals of a new and greater democracy, 
and of a more abundant way of life, fought and struggled to 
make this land fulfill its latent promise. 


- All of America was working together, with an identity of pur-- 


pose that was soon to become legendary throughout the civi- 
lized world. Freedom and Union—an inseparable duo found 
in no other country ...the touchstones for success in every- 
thing we did. 

This was the prelude to the great industrial expansion of the 
twentieth century, the last stone in the magnificent foundation 
of America. From here out, technology and science gradually 
took over, and eventually became the dominating factor in 
our life. 


AMERICA'S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE. 


Today, America is in the throes of a second industrial revolution, 
and is girding its loins for an economy that has never been dreamed 
of before. New vistas are being opened in science and engineering 
that defy even the wildest imagination, resulting in an upgrowth of 
the smaller towns and cities, areas where 70% of the 2,700,000 
American Legionnaires are now living—and where more will live 
in the future. 


MARKETING STRATEGY must now be directed more to these 
smaller market areas where the bulk of consumer products are now 
being sold...where you will find today’s, not yesterday’s customers. 
And The American Legion Magazine opens the door for you in 
these communities, brings your products this most loyal, intensive 
readership. 


For the product or service with consumer appeal, the extra “plus” 
of The American Legion Magazine—the busy day-to-day word-of- 


mouth advertising that is so important —will make your advertise- 
ments work overtime. Your strategy is right when it includes... 


Nhe -HMimeuvun 


LEGION 
Magazine 


720 FIFTH AVENUE, NEW YORK 19,N.Y. 
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. CLIP THE CLIPPER’ 


Like meny other BIG NAME firms, you, tee, 


Dow Corning Ties In With 
60 Retailers in 3 Markets 

Dow Corning Corp., Midland, 
Mich., will tie in with 60 retail 
shoe outlets in three major market 
areas this fall to promote men’s 
shoes of Sylflex tanned leather. 
Full and half-page ads are sched- 


"haa 


4 j {4 a ‘€ 4 a ¢ ive 
MALFON’S LARGEST “redbe jeamroRy 


CLOTHING 
$45,000,000 
El Paso's manufacturers 
make $45,000,000 of sport and 
work clothes annually. 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


uled to run in newspapers from 
Oct. 1-13 in Boston; Oct. 22 to 
Nov. 1 in Milwaukee and Nov. 8- 
22 in Minneapolis-St. Paul. Names 
of the 20 participating stores in 
each area will be listed in the ads. 
The theme will be “Together for 
Weather—Sylflex and Leather.” 
These local ads will be backed 
up by Dow Corning’s national 


| }campaign on its Sylflex and Syl- 


mer silicone finishes in Esquire, 
Life, Parents’ Magazine and Sports 
Illustrated. Merchandising aids for 
the dealers include animated win- 
dow displays and banners, counter 
cards, statement enclosures and 
tags, plus a sales contest and a 
special sales training course by 
Dow Corning representatives. An- 
derson & Cairns, New York, is the 
agency. 


Vitamin Corp. Repeats Drive 
Offering Free Rybutol Supply 
Vitamin Corp. of America, Los 
Angeles, will repeat its “most suc- 
cessful promotion ever conducted 
in the marketing of vitamins” for 


Rybutol this fall and winter. Vita- 
min Corp., on receipt of an empty 
carton for Rybutol 100’s, will mail 
purchasers a free 25-day supply of 
Rybutol. 

The offer will be featured in a 
Sept. 15 through Dec. 31 magazine 
campaign which includes three 


pages each in Life and The Satur-| } 


day Evening Post, and two page 
insertions in This Week Magazine. 
Heavy spot radio schedules will be 
carried in 14 major markets. Co- 
op newspaper advertising is sched- 
uled throughout the country. Bat- 
ten, Barton, Durstine & Osborn, 
Los Angeles, is the agency. 


‘Chronicle’ Boosts Roberts 
Edwin H. Roberts, East Bay cir- 
culation manager for the San Fran- 
cisco Chronicle, has been appointed 
circulation director to succeed 
F. M. Thieriot, who died aboard 
the sunken liner Andrea Doria 
(AA, Aug. 6). Mr. Roberts at one 
time was assistant city circulation 
manager of the Portland Oregonian 
and was circulation director of the 


Nobody home... 


If you are a Soviet farm official, an 
annuity salesman, college scout, or a 
researcher... better lay off Successrut 
Farminc subscribers in August. You'll 
find about a sixth of them not at home, 


away on vacation. 


The SF farm family’s vacation is a 
big deal —averages 13 days, 1694 miles, 
and (get this!) 4.1 persons per family. 
Thirteen percent have been to Canada, 
Mexico, Cuba or Europe. Another 


sixth favor the months 


to May for their holidays. 


These farmers who 


from October 


comprise the 


peak — $19 billion. 


From 1950 to 1954, farms were up 
in average size by 26.9 acres; added 
almost a million tractors; while over- 
$10,000 farm incomes increased by 


circulation of Successrut Farminc 
obviously need a vacation. They work a 
lot of land—average 286 acres. They 
grow big crops of corn, wheat, soybeans; 
supply most of the pork and beef, and 
much of the poultry, eggs and milk, 
produced in this country. The large 
majority of their farms are family 
operated, with only mechanical help. 

And they can afford vacations. 

Three out of four are in the 39% 
minority that gets 88% of the national 
farm income. Their average cash farm 
income in 1955 was $10,260! 

Despite the publicity and political 
concern about declining farm prices, 
the country’s farmers as a whole 
improved their position in recent years. 
Liquid farm assets in 1955 reached their 


91,000! Good farmers are making more 
money than ever before. Vacations are 
merely another index of their better 
customer status. 

Good farm customers are not hard 
to find. Successrut Farminc has 
assembled the best of them—more than 
1,300,000 concentrated largely in the 
fifteen Heart States responsible for 
most of country’s farm production. 


Ap because Successrut FARMING 
for more than fifty years has really 
helped farm families produce more, 
earn more, save more, and live better 
...no other medium can match its 
influence and responsiveness with this 
affluent audience. Or deliver so much 
advertising effect at such low cost. 


Successrut FarMinc is also needed 


Merepitx Pusisninc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles 


to help balance national advertising 
schedules, to add impact and coverage 
where general media run thin. Ask any 
SF office for the facts. 


FEMININE APPEAL—“The gift that 

makes the hit” is the theme for 

Fayette R. Plumb Inc.’s holiday 

campaign for its hand tools. The 

gift-wrapped tools will be adver- 

tised in national and trade maga- 
zines. 


Chilton Sets Rate, 
Circulation Hike for 
‘Electronic Industries’ 


PHrILapetpnia, Aug. 21—-Chilton 
Publications will increase the con- 
trolled base circulation of its re- 
cently acquired Electronic Indus- 
tries & Tele-Tech by 50% over last 
July’s figures. Ad rates also have 
been increased 27%—from $510 for 
a b&w page to $640. 

As of January, 1957, this Chil- 
ton periodical, purchased last 
March, will have a circulation in 
excess of 40,000. The increase will 
be concentrated chiefly in the 
area of design, development and 
project engineers. 

In addition, the magazine will 
expand its editorial content by 
about 20% and already is expand- 
ing its staff to handle the increase 
in size, as well as a special news 
and feature supplement. 

The supplement is designed to 
service the commercial users of 
electronic products, including man- 
agement, operation and mainte- 
nance of radio, television, com- 
munications micro-wave and 
recording studios. This special sec- 
tion will be included in 10,000 
copies of each issue. 

At the same time, ApvertTIsInG 
Ace learned that Chilton has 
moved the magazine and its staff 
from New York into its main pub- 
lications building here. 

The new advertising rates, pre- 
viously announced, go into effect 
with the September, 1956, issue. 
For old advertisers, the new rates 
— effective as of January, 
1957. 


ENXT Names Two: Perez 
Moves to CBS-TV Spot 


Ralph Daniels has been named 
an account executive of KNXT, 
Los Angeles, and the Columbia 
Television Pacific Network. He 
formerly was an account executive 
of KROW, Oakland. George Faust 
has rejoined the organization as an 
account executive after leaving 18 
months ago to become vp in charge 
of sales of Roland Reed Produc- 
tions, Hollywood. Mr. Faust first 
joined KNXT in 1952 from Du- 
Mont Television Network. 

Robert Perez, an account execu- 
tive for KNXT, Los Angeles, and 
CBS Pacific, has been named an 
account executive of CBS Televi- 
sion Spot Sales, with offices in San 
Francisco. 


Peter Hurst Adds 1, Names 2 

Peter Hurst Advertising, new 
San Francisco agency, has been 
named to handle advertising for 
Morse-Starrett Products Co., Oak- 
land, maker of heavy industrial 
equipment accessories and janitori- 
al supplies, The agency also has 
appointed Paul Purdom, formerly 
with Army public information in 
Europe, to handle copy and con- 
tact work and Catherine Van Kirk 
media director. 
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Birthplace 


Yes, mext year’s automobile is an American 
Dream. Year by year it becomes ever more effi- 
cient, more beautiful, more powerful. Designed 
with the extravagance that only royalty could 
formerly command, through the genius of mass- 
production, it is available to every man. 


Its birthplace is the room above, or a dozen 
others like it throughout the country. Here, 
under designers’ talented pencils, and the skilled 
hands of mode! makers, next year’s cars have 
taken shape. But between approval of final designs, 
and the finished car in the customer's garage, 
lies the investment of millions of dollars in 
machines, tools, parts, and equipment. Making 
this dream a reality creates a tremendous market 


for goods and services every year. 


IT TAKES NEWS TO HELP MAKE 
THE DREAM A REALITY 

Auto-makers are far from idle dreamers. They 
are hard-headed businessmen, alert to the doings 
of competitors, the desires of customers, the 
developments of suppliers. They need news— 


fast, accurate news—to make smart decisions for 
the future. 

That's why AUTOMOTIVE NEWS has built 
such a solid subscription list among automotive 
manufacturing executives as well as car dealers. 
The need for the news is so vital that 
AUTOMOTIVE NEWS enjoys an 86% renewal 
rate (at $8 per year) without premiums, cut rates 


or other gimmicks, 


ARE YOU GETTING YOUR SHARE? 


If the product you make can help in the manu- 
facture, sales, or service of cars, readers of 


Keeps you 

ia froat of the 
fast-moving 
automotive market 


* 


« The Newopere” 


\ 


Photo—courtesy of Chrysler Corporation. 


of an American Dream 


AUTOMOTIVE NEWS want to know about it 
and need to know about it. Are you cashing in on 
this multi-million dollar “dream”? 

eS 


Your AUTOMOTIVE NEWS representative 
has many interesting facts on how to better reach 
this huge market. He’s at your convenience. 


NEW YORK: Edward Kruspok, Ray Billinghom, Howord E. 
Bradley, Murray Hill 7-687). ; 

DETROIT: R&R. L. Webber, William &. Moas, Roy Holihon, Weod- 
word 3-0495. 

CHICAGO: J. Goldstein, William H. Gallagher, State _2-6273. 

LOS ANGELES: ®. H. Deibier, Dunkirk 3-0303. 

Editorial Office: Penobscot Bidg., Detroit 26, Michigan. 


of the Industry 
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To sell more Doctors 
concentrate wn the 
DOCTORS' MARKET PLACE 


Sane 


How can you tell which medical journal reaches 
and influences more doctors? One of the best 
ways is to observe how most of the manufactur- 
ers in the medical field select media. When most 
manufacturers who have been using the 3 mass 
circulation medical journals concentrate in- 
creasingly in 1 journal it is sound evidence of 
sales producing power. Sales climb when you 
tell your product story in the doctors’ market 
place—where doctors “shop” for products like 
yours. 

To illustrate what is happening—here are 
comparative advertising gains (except classified) 
in medical journals for the 10-year period, 1946- 
1955. 


Medical Economics gained 


J.A.M.A. gained 


More manufacturers concentrate in 
MODERN MEDICINE 


To see the trend toward Modern Medicine in sharper focus, perhaps you 
would like to see how medical advertising agencies place space—or a break- 
down by products, by frequency of issue—or in any other way. If you're 
interested in the medical market, we'll be glad to help you with information. 


To Sell More Tomorrow . . . Concentrate in the Doctor’s Market Place 


MODERN) 
MEDICINE 


The Journal of Diagnosis and Treatment 
Minneapolis, New York, Chicago, San Francisco, Los Angeles 
In Canada: Modern Medicine of Canada 

In Great Britain: Modern Medicine of Great Britain 


TRAVEL FANS—This trio gathered to pay homage to the new I. W. 
Harper “Traveler,” a polyethelene case for a half-pint of Harper’s 
best. Surrounding the case are Sidney G. Stricker Jr., vp in charge 
of I. W. Harper sales and advertising; Sidney E. Frank, president 
of Schenley Distillers, and Heidi Gover, a New York model. 


House Committee Will 
Probe Network Finances 
in New York Next Month 


Wasnincton, Aug. 21—Con- 
gressional investigators combed 
through the files of the Nation- 
al Assn. of Radio & Television) 
Broadcasters last week, apparent-_ 
ly in a fruitless search for evi- 
dence that the association is on too 
friendly terms with members of 
the Federal Communications Com- 
mission. 

The visitors were from the 
House’ anti-trust subcommittee 
which has been studying the re- 
lationships of FCC members with 
tv broadcasters. The subcommittee 
plans to resume hearings in New 
York next month. 

In advance of the visit. Rep. 
Emanuel Celler (Dem., N. Y.) had 
written the association that his 
staff intended to examine all files 
since 1950. Investigators said they 
are interested in all communica- 
tions between NARTB and FCC 
members, all inter-office memos 
regarding communications with 
FCC members and all records re- 
lating to expenses paid by NARTB 
in behalf of FCC members. 


® The visit to NARTB is part of 
an extensive digging process 
which the subcommittee is con- 
ducting in advance of the New 
York hearings. One of the most 
controversial aspects has to do 
with material the subcommittee 
is requesting from the tv net- 
works, which includes copies of 
all station affiliation agreements 
and talent contracts. 

After consultation with mem- 
bers of NARTB’s board, NARTB 
President Harold Fellows threw 
the association’s files open to the 
committee. Association sources 
said the investigators appeared to 
be convinced that NARTB is 
“clean.” 

While NARTB has incurred ex- 
penses in behalf of FCC members, 
it was explained, this was consid- 
ered to be an essential part of 
convention programming. Expens- 
es generally involved usual items 
incurred while FCC members at- 
tended the association’s annual or 
regional meetings. 


® The subcommittee already has 
had executive sessions with at 
least one FCC member and with 
CBS President Frank Stanton, to 
discuss information obtained from 
CBS files which the House small 
business committee seized last 
spring. 

At the conclusion of hearings 
here in July, Rep. Celler said the 


session in New York in September 


Congress Unit Reportedly Finds No 
‘Over-Friendly’ NARTB-FCC Deals 


will deal with the business affairs 
of the networks. He reported that 
witnesses will include advertising 
agency, talent agency and network 
officials. 


| Shulton Launches Shampoo 


The pharmaceutical division of 
Shulton Inc., New York, is ex- 
panding its Thylox line with the 
introduction of three new products 
—medicated shampoo, medicated 
soap and medicated cream. All 
three products will be promoted 
with radio, television, magazines 
and newspapeprs. Additional pro- 
motion is planned for medical pub- 
lications backed by a series of 
professional samplings. Brudno & 
Bailey, Westfield, N. J., is the 
agency for the pharmaceutical di- 
vision. 


BSF&D Names Media Head 

L. C. (Jack) Barlow, a senior 
partner and vp of Brooke, Smith 
French & Dorrance, has been ap- 
pointed director of media and mar- 
keting of the agency’s New York 
division. With the agency for 15 
years, Mr. Barlow recently trans- 
ferred to New York from the De- 
troit office. Harry E. Pengel con- 
tinues as vp and manager of the 


media department. 


Wow to Buy it 
@ How t Coll 


ontmeatsn® NOW COMBINED IN 
ONE PUBLICATION! 


@ The authoritative guide on buying and sell- 
ing in the hardware industry, used daily by 
39,000 hardwaremen. Closes Oct. 15, 1956. 
Get complete information, clip this ad and 
write... 


HARDWARE RETAILER 
964 North Pennsylvania Street 
Indianapolis 4, Indiana 
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COUNT THE CARS! 


The above scene is an everyday occur- 
rence in Detroit, and is like dozens of 
others all around Detroit. 


Autos ARE everywhere .... autos GO 
everywhere ... in this city of a million autos, 
expressways, no subways and practically no 
commuter bus or train services. Morning travel 
to work, by auto, is an absolute necessity. 


This means little opportunity for morning 
newspaper reading—and accounts for the fact 
that, unlike most other major metropolitan 
markets, Detroit has always been an EVENING 
NEWSPAPER city. 


The circulation figures substantiate these 
facts: (1) The Detroit News has the largest 
ABC-home delivered circulation of any news- 
paper in the nation. (2) Within the 6-county 
trading area, where 98% of Detroit’s retail 
business originates, The Detroit News delivers 
97,803 more copies weekdays and 175,285 more 
copies Sundays than the morning paper; 67,839 
more weekdays and 128,184 more Sundays than 
the other evening paper. (3) The Detroit News 
has the largest TOTAL circulation, weekdays 
and Sundays, of any newspaper in Michigan. 
@ The Detroit News carries TWICE AS 
MUCH ADVERTISING LINAGE as either of 


the other two Detroit newspapers! 


The Detroit News 


THE HOME NEWSPAPER 


Largest Circulation of all Michigan Newspapers (ABC 3-31-56) 
Weekday 459,160—Sunday 573,375 


Eastern Office. ..110 E. 42nd St., New York Chicago Office. ..435 N. Michigan Ave., Tribune Tower, Chicago 
Pacific Office. ...785 Market St. San Francisco Miami Beach....The Leonard Co., 311 Lincoln Road 
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TARA iy ie tour semen sanewentecmessszoncsoresscsoases Donnelley Publishes 
want big-agency quality CLAP ART? | ci icago Address Directories 


1000 new ones yenty Pay ony or | ‘The first “South Suburban Street 
— —— AY bo yah cg = Address Directory,” listing families 
© 


You can have 4000 proofs now — 


license only rated agencies & Nat. 


and businesses in 53 towns and 


Advesrs. Handbook #9 now ready— | communities south of Chicago, will 
vend for License Form and samples. | be published Sept. 1 by Reuben H. 


STIVERS STUDIO 


47 main St. «San reancico a cau, | DonNelley Corp., Chicago. Approx- 


YOUR TY SPOTS REQUIRE EVE- 
CATCHING MOTION OW A CONSERVATIVE 
SUDGET, TRY STOP MOTION FILMS! 


imately 74,006 families and busi- 
nesses will be included, about 10% 
of which are businesses. 

In addition, Donnelley has just 
released the 1956 edition of Chi- 
cago’s “Street Address Directory,” 
which lists more than 1,000,000 
city residents and businesses in 
the order of their street addresses. 
The books are compiled from IIli- 
nois Bell Telephone Co. records 
and carry no advertising. They 
are leased to users on an annual 
basis. 


McCarty Co. Names Jarvis 
Robert Bruce Jarvis has been 

appointed creative director of the 

Los Angeles office of McCarty Co., 


tet phy ae! pon = meeting sted 
~ 


ee ee 


Mauch, much lower in cost than full animation (which 
we also do for the heavier budget), Stop Motion gives 
IMPACT to your TY sales message at LOW COST 
Write us today for Sample Reel. 


succeeding William H. Wood, who 
has joined Lockheed Aircraft Corp. 
CHICAGO, m. | as assistant sales promotion man- 
929s wasasm ager. Mr. Jarvis formerly was! jew export oriveE—Mack Trucks returns to the international adver- 
NEW YORK, N.Y. = Ken Dolan Agency and Vick tising scene in a big way this fall. Major campaign opens with 
341 W. 44th Se. ight Agency, was owner of Jar- ‘ é 7 
Mcccccceeees |vis & Jarvis and director of pro-| *és spread in September issues of El Automovil Americano, Ca- 
motion of Trend Publishing Co.,| ™inos y Construccion Pesada, Life en Espanol, Life International 
and World Mining. Doyle, Kitchen & McCormick is the agency. 


all Hollywood. 

Harford Powel. 69, 
Agency Exec, Author, 
Editor, is Dead 


Concorp, Mass., Aug. 21—Har- 
ford Powel, 69, author and editor 
and former vp of Kimball, Hub- 
bard & Powel, New York agency, 
died at his home here Aug. 17. 

Born in Philadelphia, he was 
graduated in 1909 from Harvard 
College, where he was president of 
the Lampoon, student publication. 
He started his career on the edi- 
| torial staff of Vogue and later was 
|associated with the International 
| Magazine Co. and Collier’s. After 
'a term as editor of Youth’s Com- 
| panion, he became vp of the ad- 
| vertising agency, Kimball, Hub- 
| bard & Powel, in 1932. During the 
*30s he was closely associated with 
the advertising campaigns of Gim- 
bel’s, Macy’s and other New York 
department stores as an agency ac- 
count executive. During that pe- 
riod he also served with the sales 
division of the National Retail Dry 
Goods Assn. 

In 1929, Mr. Powel, in collabora- 
tion with Kenneth Goode, pub- 
lished “What About Advertising?” 
The book received considerable 
acclaim at the time. 

Other books for which Mr. Pow- 
el received praise included “The 
Virgin Queene,” 1928; “Married 
Money,” 1929; “The Invincible 
Jew,” 1930, and “Oh, Glory!,” a 
novel about press agents, 1931. 


treasure chest 
eof the west 


® “Good Jobs for Good Girls,” 
another novel, published in 1949, 
received widespread attention be- 
cause of its satirical treatment of 
private secretaries and its exem- 
plification of ““Powel’s law,” name- 
ly that, “Students never expect 
you to do any of the things you [as 
a teacher) teach them to do.” 
During World War II, Mr. Pow- 
el, who had served in the Army 
Air Corps in World War I, was 
for a time publicity director of the 
Selective Service System in New 


The Salt Lake Intermountain Market 


The riches of this one big unified market 

can be unlocked with the area’s two key metropolitan newspapers... 
The Salt Lake Tribune and the Deseret News and Telegram. 

Last year these two great papers stimulated retail sales to the Waetk: Later Se wteemed th the 
tune of $1,457,586,000. Payrolls annually top $760,000,000 and the effective buying income Se es ee 


is nearly $2 billion! Put the sales-producing power of these two great newspapers to work for you. MARGOT I. BURVANT 

New Orveans, Aug. 21—Margot 
I. Burvant, veteran New Orleans 
advertising executive, died Aug. 13 
after a long period of ill health. 

Miss Burvant, who began her 
advertising career in 1907 with the 
firm of Kahn & Samuels, was sec- 
retary-treasurer of the advertising 
firm of Stone-Stevens, Inc. at the 
time of her death. 


yrtt’co 
yi: \2 DESERET NEWS AND She was a former treasurer of 
Balt Lake Telegram (EVENING) = | Sn Club of New Or- 


Steiner Named Precision Head 
Joe Steiner, formerly vp of 
Faithorn Corp., Chicago printer 
and engraver, has been elected 
_|president of Precision Engraving 
Service, new Chicago engraver. 


Your proqpects are best in the Growing West! 


The Salt Lake Tribune 


(MORNING & SUNDAY) 
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COLOR (1 WEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, INC., Metropolitan Sunday Newspapers 
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(Charlotte, Oct. 23; Fall River, Oct. 1) : 
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<2 SOUXEALLSARGDSTEADER 


Your opporeaae to sell j in i the only sales jamboree of its kind! 


If your products carry the famous Good Housekeeping Guaranty Seal, get your salesmen, distributors, dealers. Remind them of the truly amazing results 

ready to help your sales soar in these important trading areas. For this is the of last year (Ask us and we'll supply proof!) Be sure they are well stocked. 

event that made such sales history one year ago, that 9 of the Urge them to give your Good Housekeeping Guaranteed prod- 

same newspapers are repeating! First be sure that your products ucts the selling, the service, the display they really deserve—in 

are advertised in the fine newspapers listed. All of them will run windows, counters and newspapers. Don’t miss this opportunity 

Good Housekeeping sections filled with the advertising of local for extra and real business. For further details on how you can’ 
merchants...on products with our Guaranty Seal. Your local tie in for profit, call us—or call any one of these great news- 

advertising at this time will have double impact. Be sure to alert papers. Now is the time for you to act! 


She's sold when she’s told y 


ood §_ fousekeeping guarantees it” 
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Scott Names Pedott A.E.; 
Drops All-in-One Account 

R. Jack Scott Inc., Chicago, has 
appointed Joseph Pedott, owner 
of Joseph Pedott Advertising 
Agency, Chicago, an account ex- 
ecutive, effective Sept. 1. Mr. Pe- 
dott will dissolve his agency Aug. 
31. 

Scott has resigned the advertis- 
ing account of State Pharmacal Co., 
producer of All-in-One reducing 
capsules, effective Sept. 30. A new 
agency has not yet been appointed. 


Seagram Promotes Two 

Jerome A. Moss has been named 
promotion manager, and Bernard 
Stolbof has been appointed as- 
sistant advertising manager of the 
Kessler division of Seagram Dis- 
tillers Co., New York. Mr. Moss 
joined Seagram in 1948 as a sales 
representative from Time Inc. Mr. 
Stolbof joined the Kessler adver- 
tising department in 1955. Before 
that he was a sales representative 
with General Electric Co. 


ACP — Associated Construction Pub- 
lications — is a group of fourteen pub- 
lications serving the vast construction 
market. You can use all, one or several, 
to sell your products in the market you 
want. ACP gives you the greatest 
coverage in the construction field — 
86,244 construction men. 


Fort Pitt to Change Name 
in Diversification Program 

Fort Pitt Brewing Co., Pitts- 
burgh, has scheduled a_ special 
meeting on Oct. 17 to vote on a 
change in name of the corporation 
and to authorize an indebtedness 
of $10,000,000. It is proposed to 
change the name to Fort Pitt In- 
dustries Inc. to mark its diversifi- 
cation outside the brewing busi- 
ness. The company is already in 
the men’s topcoat business. 
At present, Fort Pitt has no au- 


thorized indebtedness, and the 
$10,000,000 expected to be author- 
ized is intended to permit the com- 
pany to take advantage of favor- 
able opportunities for diversifica- 
tion without the delay incident to 
calling a stockholders’ meeting. No 
purchases or mergers are pending, 
the management said. 


Kenyon Lee Forms Agency 

with Two Florida Offices 
Kenyon M. Lee, formerly vp and 

manager of the Miami office of 


MacManus, John & Adams, has 
leased the Alfred I. duPont Bldg. 
quarters in Miami formerly occu- 
pied by Du Pont, and on Sept. 1 
will open his own agency, Kenyon 
M. Lee Advertising. He also will 
open an office at 1347 W. Beaver 
St., Jacksonville. First Miami ac- 
count is the Florida National Bank 
& Trust Co.; Frozen Food Distribu- 
tors, Jacksonville, is the first ac- 
count in that city. 

Mr. Lee also has been with the 
Miami Herald, the Miami Daily 


Advertising Age, August 27, 1956 
News and Ruthrauff & Ryan. 


Hyman Joins Pharmaceuticals 

Sol Hyman, formerly adminis- 
trative and head art director of 
Biow Co., has joined Pharmaceuti- 
cals Inc., New York, as art direc- 
tor. 


Faulkner & Associates Moves 
E. A. Faulkner & Associates, 
which represents newspapers in 
the Midwest, has moved its New 
York office to 551 Fifth Ave. 


The lowdown 


the case of 


the overhead conveyor 


This is an actual “purchase experience” at 
the Century Electric Company in St. Louis. 
it was recognized by the General Foreman 
(1) that because of limited space in the Wind- 
ing Department, handling was complicated 
4 and inefficient. This led to assignment of a 
Project Engineer (2) to the job of improving 
methods. The proposal developed was sub- 
mitted to the Manager, Standards Department 
(3) and to other members of the Plant Layout 
Committee (4,5,6,7,8). It was decided that an 
overhead conveyor would not only solve the 
handiing problem but would function as a 
“travelling stock room.” 

Thus eight plant men porticipated in the pur- 
chase of this conveyor. 


Vice President 
in Charge 
of Operations 
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Advertising Age, August 27, 1956 


Prudential Insurance Boosts 
H. E. Arnsdort, Daniel Becker 
Henry E. Arnsdorf, formerly 
head of advertising and public re- 
lations of Prudential Insurance Co. 
of America in the seven states 
served by the company’s North 
Central home office in Minnea- 
polis, had been advanced to asso- 
ciate director of pr and advertising 
in the Newark headquarters. 
Daniel F. Becker, previously as- 
sistant ad manager of the com- 
vany’s Mid-America home office 


,in Chicago, has been promoted to 
public relations and advertising 
manager. 


General Binding Acquires 
Interest in Plastic Loose Leat 
General Binding Corp., Chicago, 
has acquired a “substantial inter- 
est” in Plastic Loose Leaf Inc., 
producer of Slide-Ring, loose leaf 
plastic binding. General Binding 
will make Slide Ring available to 
its customers through direct fac- 


tory-owned branches. Wilson 


Jones will continue to promote the | 
sale of the product on finished | Illinois, Iowa, Indiana, Michigan, 
and binders | Minnesota, Missouri, 


loose leaf books 


through stationery and office sup-| 


ply dealers and as loose leaf bind- | 
ing components 
binderies. 


Western Agency Publishes 
Survey Report on Farmer 
Western Advertising Agency, 
Racine, Wis., and Chicago, has 
published “What the Farmer Sees, 


to commercial | 


Reads and Hears,” a report on a 


survey made of 4,000 farmers in 


Ohio and 
Wisconsin. The booklet presents 
results of the survey, which 
stressed ty viewing habits of 
farmers. 

The report also covers data on 
how farmers rate various media as 
informative about better farming. 


Armstrong Cork Names Ogilvy. 
Benson for Building Products 
Armstrong Corp. Co., Lancaster, 


on how a plant buys 


IT’S NO ONE-MAN OPERATION! 


Equipment for a plant is bought to meet a need . . . not because 
“it’s somebody’s job.” 
Nobody can predict who will be involved in the purchase of equipment because 
you can’t predict where the need will arise. 
If equipment is bought to solve a plant problem, it’s certain that it will 
be bought by plant men. 


And, because plant operating functions are highly interlocked, 
MANY important plant operating influences must be contacted in some way 
before a sale is made. 


FACTORY can help you contact this important Plant Operating Group — 
including the men your salesmen don’t call on, or don’t even know — 

better than any other businesspaper. Because more of these plant management 
executives pay to read FACTORY — over 63,000 — 

than any other monthly businesspaper. 


A McGraw-Hill Publication - 330 West 42nd Street, New York 36, W.Y. 


| dled the account. 7 a 


43 


Pa., has appointed Ogilvy, Benson 
& Mather, New York, to handle 
advertising for its building prod- 
ucts division. Batten, Barton, Dur- 
stine & Osborn will continue to 
handle the rest of the Armstrong ~< 
account, which includes insulation, 
glass and closure and industrial 
divisions and the resilient flooring 
and felt-base products of the floor 
division. 
Skil Corp. Names F&S&R 

Skil Corp., Chicago, maker of 


portable electric and pneumatic 
power tools, has named Fuller & 


|Smith & Ross, Chicago. to handle 
its advertising. MacFarland, Ave- 


yard & Co., Chicago, formerly han- 


Grant Appoints Larson 

Grant Advertising has appointed 
Robert R. Larson an art director in 
the Chicago office. Mr. Larson for- 
merly held similar posts with 
Buchen Co., Chicago, and Monroe 
F. Dreher Inc., New York. 


<p 
oe 


CHECK THE RATINGS 


@ 55% Share-of-Audience in ay 
Metropolitan Portland. > 


@ 84% More Audience than Station B. 


@ 151% More Audience than %,: 
Station C. 


© 86% Preference at 45-Mile Radius. 


Seurces: June 1956 Portiond ARB 
1956 Setem ARB 
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In ALLENTOWN, Pennsylvania 


Mrs. Arlene Sherry, 2010 Harold ave., says, 

“Smart shopping is very important to our budg- 

et. Reading the ads daily in the Call-Chronicle 

Newspapers is the only way I can check prices 

sr keep abreast of real savings and practical 
uys.” 


In BANGOR, Maine 


Mrs. Galen L. Cole, of Bangor, says, “Of course 
I read newspaper ads. Every day there’s much 
of interest. The needs of our growing family are 
numerous. Newspaper ads are a big help for 
thrifty shoppers.’ 


In BATON ROUGE, Louisiana 


Mrs. Louis J. Birou, Jr., 840 Blanchard, says: 
“Actually, I usually read the ads in the State- 
Times & Morning Advocate as closely as the 
news. One finds the best buys, compares values, 
checks styles.” 


In DAYTONA BEACH, Florida 


“The important news in my Daytona Beach 
News-Journal is its advertising news,” says 
Mrs. Juan Marcano, 517 Temko Terrace. “Its 
advertising is a directory that helps keep my 
household budget balanced and is absolutely 
indispensable.” 


In DETROIT, Michigan 


Mrs. A. V. Cauhorn, 16516 Westmoreland, says: 
“The advertisements are essential to my shop- 
ping for a five-member family. For whatever 
we need, we first carefully study and compare 
the ads in the Free Press at home.” 


In DUBUQUE, Iowa 


“Outfitted all four children with summer 
clothes and saved 50%,” says Mrs. Kenneth 
Cullen, 1760 Randall pl. “That’s one obvious 
reason why I read the Telegraph-Herald ads 
every day for everything we buy.” 


Mrs. George Kahoiwai, of Honolulu: Can shop 
newspaper at her convenience 


In BECKLEY, West Virginia 

“I welcome new food product advertisements 
in the Beckley Press-Herald & Raleigh Reg- 
ister,” says Mrs. G. T. Arnold, of Hull st., “the 
simplify daily menu problems. When local deal- 
ers feature such products, it saves shopping 


time.” 


In BILOXI-GULFPORT, Mississippi 
Mrs. J. O. Moore, of Handsboro, says, “By read- 
ing the advertisements in the Daily Herald I am 
able to save many dollars as well as keep up 
with the newest trends in merchandise.” 


In CHICAGO, Illinois 

“The Chicago Tribune is part of my daily rou- 
tine for a number of reasons,” says Mrs. Frank 
De Muynck, 8711 S. Manistee. “Most important 
is the advertising it carries. Such a wide variety 
of offers makes planning shopping trips much 
easier.” 


In COUNCIL BLUITS, Iowa 

Mrs. Clara Somers, 228 Fifth ave., says, “I en- 
joy reading the ads almost as much as the news 
in my a I a I save on ee 
budget oppi e grocery an ain 
peng an the clothing and home fur- 
nishings ads are always interesting.” 


In ELGIN, Illinois 

Indispensable is the word for The Elgin Daily 
Courier-News in the Judd Dye household. With 
three growing daughters to feed and clothe, 
Mrs. Dye says, “Courier-News advertising is 
‘required reading’ in our home when it comes 


to budget planning .. .” 


In FORT SMITH, Arkansas 

Mrs. Harry R. Wood, 3406 Ballman, says, “I al- 
ways shop the food pages of the Southwest 
American and Times Record. I read and use 
the Fort Smith papers’ ads to find both quality 
and low prices.” 


In GRAND JUNCTION, Colerado 

Mrs. I. M. Crosser, 1340 North 25th st., says, 
“As our home’s purchasing agent, I have five 
children and a husband to feed, clothe, enter- 
tain and keep clean. Without Sentinel adver- 
tising to direct and advise me the job would 
be unthinkable.” 


In GREENSBORO, North Carolina 

“Advertising in the News-Record is important 
to me,” says Mrs. S. C. Williams, 1704 Madison 
ave. “With a family to take care of it’s neces- 
sary that I keep informed of the store offerings 
to get the best buys at budget fitting prices.” 


In GREENVILLE, South Carolina . 
ate ge Poe oe 101 Welcome ave., 
“wo t going grocery shopping 
without first reading The News & Piedmont 
food pages. The ads, recipes and food stories 
help me save money and plan tasty meals for 
my family.” 


In Oklahoma City, Mrs. Albert Mager, Jr., keeps 
up with events with newspaper 


y she pre 


In HONOLULU, Hawaii 

Mrs. George Kahoiwai, 3319 Keahi st., says, “I 
rely completely on newspaper ads; they don’t 
scream or yap at me, and I can shop them at 
my convenience. Honolulu Star-Bulletin ads 
lead me to good buys that save my family sev- 
eral hundred dollars annually.” 


In HUNTINGTON, West 

Mrs. Olen Caufle, of 635 9th ave., mother of a 
daughter and with three grandsons, has this 
to say: “I go through the newspaper and read 
the ads first of all. I make my grocery list for 
the week from the special grocery section, and 
I check all the store advertisements before 
going downtown to shop.” 


In LOWELL, Massachusetts 

Mrs. Florence Gallagher, 36 Sargent st., says, 
“In our family of eight children, we need to 
know the price-saving opportunities presented 
by the stores. We get this precious information 
daily in The Lowell Sun.” 


In LUBBOCK, Texas 

Says Mrs. Conway Clingan, 2630 22nd st.: “The 
newspaper keeps me informed daily about all 
products and services for the well-being of my 
family or use in our home. The many adver- 
tisements serve as a directory to better living.” 
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In LYNN, Massachusetts 


Mrs. Roger Rand, 111 South st., says, “I care- 
fully read newspaper advertising for the good 
and simple reason that it means savings in my 
family budget. I can compare advertisements 
and get a good indication of where my money 
will go the furthest—whether for groceries or 
the purchase of a new car. And here in Lynn 
my newspaper is The Daily Evening Item.’ 


In MEMPHIS, Tennessee 

Mrs. Jo Birchfield, 1049 Chatwood, says: “I 
depend on advertisements in The Commercial 
Appeal and Memphis Press-Scimitar for best 
buys, and introduction to outstanding new 
products—like Crest toothpaste, which keeps 
my teeth whiter than ever.” 


In MUNCIE, Indiana 

Mrs. Rosalie Parkinson says, “I read the Star 
and Press every day—shopping ads for my 
family’s needs—for food to set my table—for 
housekeeping ideas—for news of my friends. 
I read them both from the weather report clear 
through to the crossword puzzles.” 


Mrs. Rosalie Parkinson of Muncie: “Clear 
through to crossword puzzles” 


oe ee 


In SHREVEPORT, Louisiana 


Mrs. Toulmin H. Brown says, “I can do the 
shopping, for all my family and home needs, a 
lot easier, faster, and cheaper by checking the 
daily ads in The Shreveport Times and Shreve- 
port Journal—and do it at my convenience.” 


“Advertisements in The Tribune help me with 
my grocery shopping. I particularly like the 
Thursday food and woman’s section, because 
it contains all the grocery advertisements and 
articles in which I am interested. The recipes 
in the section are helpful, too.”—-Mrs. E. Rod- 
gers, 1006 Lincoln Way West, Mishawaka. 


In WATERLOO, Iowa 


Mrs. Paul C. Young, 2804 Garden ave., Cedar 
Falls: “I bought a new Serta mattress, that was 
advertised in the Waterloo Daily Courier . 
at a real saving! This is an example of why 
Courier is my ‘buy-word’.” 


ers newspaper advertising 


In NEW ORLEANS, Louisiana 

Mrs. Edward Lavigne, 4312 Ellen st., says, “I 
do the shopping for my family at home with 
The Times-Picayune and States. When we're 
looking for something special it seems every- 
ar in the family keeps a weather-eye on the 
ads. 


In NEW YORK, New York 
“Journal-American advertising keeps me up- 
to-date on where and when the best values are,” 
says Mrs. Richard Manness, 40 Monroe st. “I de- 
pend on the timeliness of newspaper advertis- 
ing because I usually shop at home and order 
by telephone.” 


In OGDEN, Utah 

“I read newspaper advertising thoroughly, 
says Mrs. C. Q. Green, of 1243 Jefferson, “for I 
find that each day’s issue of the Standard- 
Examiner contains attractive, informative ads 
that keep me abreast of retailers’ merchandise 
and values.” 


In OKLAHOMA CITY, Oklahoma 

Mrs. Albert Mager, Jr., 621 Northwest 5lst st., 
says: “I keep busy caring for a home and fam- 
ily and participating in community and social 
affairs, but I always manage to catch up with 
the world each day by reading The Daily Okla- 
homan and Times. They’re always there, wait- 
ing for me.” 


In PEORIA, Illinois 

Mrs. Louis Landon, 3309 Parish ave., says, “As 
a busy housewife, I feel that newspaper adver- 
tising gives me the best results for the least 
time spent. I can read the national and local 
news in the Peoria Journal Star and also con- 
sult the ads at the same time.” 


In PITTSBURGH, Pennsylvania 


‘Mrs. S. W. Anderson, of Regent Square, says, 


“I prefer reading the evening Sun-Telegraph 
not just for its fine features and splendid news 
coverage, but particularly for the wide variety 
of advertising. I never miss the food es be- 
cause they practically do my week-end shop- 
ping for me.” 


In PORTLAND, Maine 


“Sure newspaper advertising eases my daily 
routine,” says Mrs. Natalie Harper, Falmouth; 
housewife and mother of three childrr “That's 
how I first became a Tide Time Saver. { always 
check Portland Press Herald—Evening Express 
ads before shopping.” 


In PORTLAND, Oregon 
“To me, the advertisements in the Oregon 


Journal are as important to my daily routine as _ 
the news itself,” says Mrs. Robert Fisher, of — 


4124 S. W. Kanan dr. 


In ROANOKE, Virginia 

Mrs. Davis H. Elliott, 3266 White Oak rd., S. W., 
says, “National brands and local retailers’ spe- 
cials advertised in The Roanoke Times and The 
World-News are my daily ‘buy-lines’, for news- 
paper advertising is most acceptable to me.” 


In ROCHESTER, New York 
Mrs. Fred Riesenberger, 39 Copeland, says, “I 


-wouldn’t know where, when or how to s 


intelligently if I didn’t check first my Rochester 
Times-Union and Democrat and Chronicle. It’s 
a regular routine with us.” Above-average re- 
tail sales prove Mrs. Riesenberger typical. 


In ST. JOSEPH, Missouri 

“No matter what my family needs, I can always 
count on my News-Press and Gazette to show 
me where to shop with the greatest savings. 
Newspaper advertising gives me a chance to 
compare prices.”—Mrs, Frank B. Nesbitt, 1104 
South Noyes blvd. 


In ST. PETERSBURG, Filerida 

Mrs. James M. Johnson, 1330 Alhambra Way, 
mother of three tots, says, “Reading The St. 
Petersburg Times each morning is the most 
valuable part of my day . . . saves 30% shop- 
ping time. Nothing compares with this news- 
paper ... it understands Suncoast living!” 


In WAUKEGAN, Illinois 

Mrs. L. H. Cary, 926 Pacific ave., checks gro- 
cery ads appearing Thursdays in the Waukegan 
News-Sun. She builds her shopping list each 
week from the specials being offered by these 
advertising grocers. Saves time, saves money! 


In WESTCHESTER COUNTY, New York 
“Best possible buying guide” is the way Mrs. 
William Einsel describes ads in her local West- 
chester Group Newspaper. Busy housewife of 
340 Hawthorne ave., Yonkers, she says, “With 
a half dozen clipped advertisements in my 
pocketbook, I can accomplish more in an hour 
than I could in a day’s tiresome shopping with- 
out the advertisements to guide me.” 


Mrs. William Einsel, of Yonkers. clips ads from 
paper and saves time 

In WICHITA, Kansas 

“Of course I read and buy from advertising in 
The Wichita Eagle! How. else could I keep my 
family happy with a modern home and appetiz- 
ing menus?”—Mrs. B. W. Prier, 215 South 
Meridian. 


In WINNIPEG, Canada 

“I read the newspaper every day so that I will 

know what’s going on, and when I am in the 

market for anything I look to the Tribune to 
me news of what’s for sale and where to 

buy it,” comments Mrs. Michael Gyles, 9 San- 

dra Bay. 
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SATURATION 


Advertisers who are submerged in overflowing budgets 
will appreciate the newspaper situation in South Bend. 
For here, in Indiana's 2nd market, you can saturate the | 
Metropolitan Area (93.6% coverage) with only one news- 
— Milline rate is far below the average of compar- 
able newspapers. No other newspaper we know of 
ate saturation so ptdnemieaity. Besides, South 
end is one of the Nation's richest markets. Get all the 


COMPLETE 


Geneon 


Mastery over Molds 


facts. Write for free market data book. ; respite 


Soulh #end 


AN AD, OR NOT?—Chas. Pfizer & Co., Brooklyn, will run this four- 
color spread in September and October, with the box message ask- 


— Cribune © 


Prenklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


7 Counties, 1/2 Million People 


F irst Time In Graphic Arts History! 


CORRUGATED PRE-PRINTED 
IN FULL COLOR HALF-TONE 


Many years ago Mr. Harry Meeker, Advertising Pro- 
duction Manager of Colgate-Palmolive Company, fore- 
saw the display and packaging implications of pro- 
ducing corrugated in full color half-tone. 

Gibraltar began researching ... and sparked by Mr. 
Mecker’s interest and unfailing confidence in the out- 
come ... solved the many technical problems involved. 
Mr. Meeker is shown with the Colgate-Palmolive Com- 
pany Dental Cream floor stand, the very first example 
of the VARNI-GRAPHIC Process in lithography. 


DISPLAY DIVISION 


Revolutionizes Every Phase 


Of Corrugated Packaging 
And Point-Of-Purchase 


By way of reminder... corrugated board is a 
sort of sandwich made from three giant rolls of 
paper ...a fluted sheet between a front and back 
liner, joined by adhesives. Because of its springy 
consistency and thickness this sandwich could be 
printed only by special presses, on which reproduc- 
tion was limited to simple, poster-like line art. 

Now... Gibraltar’s exclusive VARNI-GRAPHIC 
Process* pre-prints the paper roll that becomes the 
front liner. This makes it possible to use such mag- 
nificent printing media as lithography, rotogravure 
and flexography... bringing you exquisite half-tone 
in full color, either from art work or photographic 
transparencies. 

Sounds easy when you read it fast, but it took 
years of research, plus plenty of trial and error, to 
make the grade. Now, the VARNI-GRAPHIC Process 
gives you anything you want in the art range. 

Whether it’s that old brown shipping carton... 
a floor stand . . . a counter unit . . . or a pre-packed 
display .. . they can now, for the first time, carry 
your national advertising right through to the point 
of sale. 

For luscious, full color eye-and-buy appeal in 
your corrugated packaging or point-of-purchase 
material, just call The VARNI-GRAPHIC Man From 
Gibraltar... 


*PAT. APPLIED FOR 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


NEW YORK: DIGBY 4.0580 


350 Warren Street, Jersey City 2, WJ. 


NEW JERSEY: HENDERSON 2-4462 


ing “Is this an advertisement?” The spread mentions no Pfizer 
product; even mentions Merck and Squibb. Pfizer’s answer: “It’s 
really something more. It’s an attempt to share some important 
scientific knowledge with the many magazine and newspaper read- 
ers who may wish to know more about a subject that merits wide 
attention.” Pfizer then offers a free book, “Our Smallest Servants,” 


covering fermentation chemistry. 

MacManus, John & Adams has 

scheduled the ad in American 

Druggist, Fortune, The New York 

Times Magazine and Scientific 
American. 


West Coast Lumber 
Group Sets Drive 


PORTLAND, OrE., Aug. 14—West 
Coast lumbermen, fighting for 
markets in a year of stiffened com- 
petition from other building ma- 
terials and curtailed residential 
building, have rolled out a record 
promotion for autumn, 1956. 

Next month the West Coast 
Lumbermen’s Assn., promotion 
agency for the industry, will open 
the fall phase of the campaign 
which finds the bulk of the effort 
for the last half of the year con- 
centrated in September, October 
and November. The full year’s 
promotion carries a budget of 
$350,000 for space and time and 
$120,000 for literature. 

Four-color pages displaying 
houses and architectural effects 
obtained with West Coast wood, 
are scheduled in American Home, 
Better Homes & Gardens, House 
Beautiful’s Building Manual and 
Living for Young Homemakers. 

Trade promotion is heavier than 
ever before and includes the use 
of 15 architectural and engineering 
publications and 20 regional lum- 
ber journals. 


®# A new descriptive booklet on 
hemlock lumber will be mailed 
next month to about 30,000 retail 
and wholesale lumber dealers. 

A series of five motion pictures 
recently was completed on the de- 
velopment of architecture in Amer- 
ica, from the log cabin to the 
most modern of houses, showing 
how versatile wood is as a build- 
ing material. The pictures are 12% 
minutes each and have had good 
response, the association reports. 

Cole & Weber is the agency for 
the association. 


Union Twist Drill to Chirurg 

Union Twist Drill Co., Athol, 
Mass., will move its advertising 
account, and those of its S. W. 
Card division, Mansfield, Mass., 
and Butterfield division, Derby 
Line, Vt., Sept. 1 to James Thomas 
Chirurg Co., Boston, from Harold 
Cabot Co. The company was a 
Chirurg client from '47 to ’52 be- 
fore moving to Cabot. 


Advertising Space Salesman 
with knowledge of graphic arts 
industries to represent leading 
publication in its field. Write or 
phone for appointment. Jack 
Gafford, 480 Lexington Ave., 
N. Y. C. 17. Plaza 5-0404. 
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“I read Mechanix Illustrated regularly 


or its 


automotive features”... says William Clay For 


VICE PRESIDENT & GROUP DIRECTOR, LINCOLN & CONTINENTAL DIV, FORD MOTOR CO. 


“Being active in the automotive industry, it is only natural I have 
come to lean heavily on Mechanix Illustrated’s coverage of the 
field,” writes William Clay Ford, the man behind the famous 
“Continental”. But it means a great deal more than that to me... 
particularly the thorough, unique and authoritative way in which 
it treats the many varied subjects with which it deals.” 

IT’S A STATE OF MIND... Whether it’s an automotive 
leader like “Bill” Ford, an aviation pioneer such as Donald 
Douglas, or well-known men from any field of endeavor . . . 
Mechanix Illustrated spontaneously holds together an enthusi- 
astic audience of more than a million affluent individuals. Here 
are 1,400,000 members with a spending state-of-mind . . . an 


“~ 


eager interest in anything from building a model boat to building 
an entire house. Mechanix Illustrated gives them more good read- 
ing on their favorite subjects than they can find anywhere else. 
YOUR ADVERTISING WORKS FASTER ... if you sell 
power tools, building supplies, paint, plastics, photo equipment, 
auto supplies, any product home craftsmen use . . . you'll find 
these Mechanix IIlustrated readers the most responsive audience 
your money can buy. And today, more for your money, too . . . 
first half bonus this year 124,400 over guarantee (900,000 ABC) 
... MECHANIX ILLUSTRATED, A Fawcett Publication, New 
York, Chicago, Detroit, Los Angeles, San Francisco, Miami. 
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NOBODY'S 
LISTENING ° 
_ BUT PEOPLE 


“ALL IN FAVOR | 
OF GOOD | 
LOOKS! § 


What a time to talk about cosmetics 
and toiletries... while 4,115,000 
people a minute listen to weekday [ie 
dramatic serials on CBS Radio [am 
starting at 12:00 Noon, CNYT. | 


They’re mostly homemakers, and _ § : 
they listen attentively. And 
mostly they’re too busy for any 
other advertising media. 


Every week, these programs reach 
20,548,000 different people. 


this is the right time to buy... 


CBS RADIO NETWORK | 
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12:00 N. WENDY WARREN & THE NEWS 
12:15 PM BACKSTAGE WIFE 
12:30 PM ROMANCE OF HELEN TRENT 
12:45 PM OUR GAL SUNDAY 
1:00 PM ROAD OF LIFE 
IS PM AUNT JENNY 
From left to right: 1 39 PM YOUNG DR. MALONE 
1:45 PM GUIDING LIGHT 
2:05 PM RIGHT TO HAPPINESS 
2:15 PM SECOND MRS. BURTON 
2:30 PM THIS IS NORA DRAKE 
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Department Store Sales... 


Sales Up 5% in Aug. 18 Week 


WASHINGTON, Aug. 23—Depart- 
ment store sales in the week ended 
Aug. 18 rose 5% over the similar 
week of 1955, the Federal Reserve 
Board reported today. 

For the four weeks ending Aug. 
18, sales were 4% ahead of 1955, 
and for the year to that date they 
were 4% ahead. 

All but one of the FRB districts 
reported gains for the week ended 
Aug. 18. Kansas City showed 
no change. The other districts re- 
ported gains as follows: Boston, 
19%; New York, 2%; Philadelphia, 
3%; Cleveland, 2%; Richmond, 
3%; Atlanta, 4%; Chicago, 10%; 
St. Louis, 2%; Minneapolis, 8%; 
Dallas, 2%, and San Francisco, 2%. 


Department Store 
Sales Barometer 


Philadelphia District ............ 


Metropolitan Areas 


Wilkes-Barre—Hazleton .. 
Cleveland District .................. 


Metropolitan Areas 
Lexington 

Akron ......... 
Cincinnati . 
Cleveland ...... 


Richmond District 
Metropolitan Areas 


+I 
Ome mee 


+ +++ 1 +444 
SF wrwaae 


Downtown pean i 


Baltimore 


Richmond ................... 


Metropolitan Areas 
Birmi 


Albuquerque 
Oklahoma City 


Jacksonville 


| Chieage District ........ 


Metropolitan Areas 
Chicago 
Indianapolis 
Detroit 
Milwaukee 


St. Leuis District 


Metropolitan Areas 


Little Rock .... 
Louisville .... 
St. Louis .. 


Senengelie District st 


Cities 


Metropolitan Areas 
See 
El Paso .......... i 
Fort Worth .... 


San Francisce District 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles .... 
Sacramento 
San Diego . 
San Francisco-Oakland .... 
San Francisco City 
Oakland City 


EE 


Kansas City District 
Metropolitan Areas 
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+ Ghering to Harrington: Cutter 
+10 Succeeds on Friskies Account 
+9 Donald Ghering, coordinating 
7 account executive for the Friskies 
tl division of Albers Milling Co., will 
|leave Erwin, Wasey & Co., Los 
8 ay Angeles, on Sept. 15 to join Har- 
° rington-Richards, Los Angeles, as 
® an account executive. He will be 
__ | Teplaced by Donald C. Cutter, who 
411 has been on the Friskies account 
+ 3 since April of this year. 
> a Before joining Erwin, Wasey Mr. 
'Cutter was a vp for Lynn Baker 
|Inc.. New York, and was with 
| the Charles Dallas Reach agency 
© in New York. 
1 
a ‘True’ Names Walter, 3 More 
9 Robert L. Walter, with Fawcett 
9 Publications for many years, has 
been named eastern advertising 
2 manager of True, New York. John 
7|/R. Barnard, formerly with Bran- 
6! ham Co., Gordon C. Bennett, last 
“ 9| with House Beautiful, and Philip 


Lt+++ | 444444 
inal — 


*—Data not available. c—Cor-| J- Stevens, formerly with Ameri- 


‘ean, have joined True’s sales staff. 


Change from 1955 | 
Week Ended | + 5% = |} 
Aug. 18, °56 

| 


Jan. i to 
Aug. 18, '56 


§ + 4% | 
| 


A detailed breakdown of the! 


sales in these districts for this) 
period will not be available until | 
early next week. For the two pre- | 
vious weeks, sales broke down as 
follows: 


Federal Reserve 
District, Area, and City 
UNITED STATES 
Beston District . necmichainn 
Metropolitan Areas 
Boston 0.60.00 siepetebe 
Downtown Boston . 
Suburban Boston .... 
Cambridge .......... 


New York District 
Metropolitan Areas 


New York-N. 


Explanation: ~- . 
TULSA, No. 2 Market , 
Plus 
MUSKOGEE, No. 3 Market 
Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
and only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIOS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 


Ask Your 
Avery-Knodel 
Representative 


Chanel 


L. A. (Bud) BLUST 
Vv. P. and Gen. Mgr. 
TULSA BROADCASTING CO. 
Box 9497. Tula, Okla. 


your 


business prospers... 


THE SPOKANE MARKET 


REALLY MEANS 
BUS/NESS 
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JOHN C. GAREY 

MitwavKkeg, Aug. 21—Dr. John 
C. Garey, 45, a bacteriologist and 
assistant to the vp of sales and ad- 
vertising of Red Star Yeast & 
Products Co., died Aug. 16 after a 
long illness. 


ELI N. CASTLE 

New York, Aug. 22—Eli N. 
Castle, founder and owner of 
Castle Co., advertising lithograph- 
er, died yesterday in Orange 
Memorial Hospital, Orange, N. J. 
He had been in the printing busi- 
ness for more than 30 years, and 
was also president of Castle Off- 
set Printing Corp., a subsidiary of 
Castle Co. 


JOHN G. JONES 

New York, Aug. 21—John G. 
Jones, 87, who retired recently as 
vp of the Alexander Hamilton In- 
stitute, died Aug. 17 at his home 
here. He had been in charge of 
marketing for the institute and 
was a member of its board of di- 


rectors. 

Born in Wales, he was graduated 
from University College of Wales 
and came to the U. S. in 1888. He 
did mining and newspaper work in 
Montana and Colorado until 1897. 
He came east about the turn of the 
century and organized salesman- 
ship and sales management courses 
for the school of commerce, ac- 
counts and finance of New York 
University. He joined Hamilton In- 
stitute at its founding in 1909. 

He was president of the New 
York Sales Managers’ Club in 
1932-33, and served as vp of the 
Advertising Club of New York for 
several terms. 


New York, Aug. 21—Herman R. 
Freund, 70, former vp and chief 
engineer of the Intertype Corp. 
and well known as a typographer, 
died Aug. 18 of a heart attack at 
Doylestown, Pa., while returning 
from a motor trip with his wife. 


Born in Suhl, Germany, Mr. 


Sa 


Freund came to this country in 
1912 and received a mechanical en- 
gineering degree from Polytechnic 
Institution, Brooklyn, N. Y. He was 
associated with Intertype for 44 
years. As chief engineer he devel- 
oped many leading type faces used 
by newspapers, including Ideal 
News and Regal, as well as many 
foreign language type faces. 

Mr. Freund designed the Inter- 
type Fotosetter, a photographic 
typesetting machine that employs 
circulating matrices to produce 
photographic type composition di- 
rectly on film or photographic 
paper. 


WILLIAM A. BUCKNER 

HarropssurGc, Ky., Aug. 21— 
William A. Buckner, 81, president 
of the News-Press Publishing Co., 
Fort Myers, Fla., died here after a 
brief illness. He had been visiting 
here for about six weeks before he 
became ill. 

At one time Mr. Buckner was vp 
and general counsel to the Barron 


G. Collier advertising organization 
which handled street car and bus 


51 


advertising in the U. S. and Can-| @ 


ada. He had also been chairman 


of the board of Collier Enterprises, | Samm 


a transportation advertising com- 


pany in Florida, which ceased to| im 


operate in 1939. At the time of his 
death, Mr. Buckner was also presi- 


dent of the Collier Development| © 


Corp., in Fort Myers. 
MRS. GEORGE DELACORTE 


OLp GREENWICH, Conn., Aug. 21 
—Mrs. George DeLacorte, 65, sec- 
retary of Dell Publishing Co., who, 
with her husband, organized Dell 
35 years ago, died Aug. 18 at 
Greenwich Hospital of a coronary 
thrombosis. She was born in St. 
Augustine, Fla., and was graduated 
from Hunter and Barnard Colleges. 
Later she taught English and Ger- 
man in the New York high schools. 


CRAWFORD A. TREAT 
New York, Aug. 21—Crawford 
A. Treat, 64, manager of the pri- 


and prospers... 


| 


Sotant Marko 


IT’S ONE OF THE THREE MUST MARKETS 
IN THE PACIFIC NORTHWEST 


Watch your business prosper when you sell the billion dollar Spokane Market! Not only will you be 
completely selling the prosperous Pacific Northwest—you'll be selling one of the nation’s truly great, big-volume 


sales areas. 


BIG: Half again as large 


as the states of New York and pee Jon combined, the Spokane Market has over 


one million consumers. With more people than Baltimore or Cleveland, it is vital to every Pacific Northwest—or 


any other—sales program. 


RICH: Retail sales cotal well over a billion dollars annually. Income per farm is more than double the U. S. 
farm average. And while income per capita betters the U. S. average by 4%, retail sales per capita top the U. S. by 8%! 


STABLE: Neither a one-city nor a one-industry market, the Spokane Market draws wealth from a wide variety 
of sources— Mining, Manufacturing, Lumbering, Transportation, Finance, Agriculture and Livestock. This high 
industrial diversification assures the market of stable, growing income the year ‘sound. 


ISOLATED. Heart of the Pacific Northwest, the Spokane Market is walled in by giant mountain ranges on all 


sides . . . is a completely independent and unified tr 


can’t penetrate this rich market. 


So sell the billion dollar Spokane Market . . . and watch the money roll in! But to sell it, you need the two news- 
papers residents have read and bought from since pioneer days— The Spokesman-Review and Spokane Daily Chronicle 


Combined Daily Circulation Over 160,000 — 86.41 % UN-duplicated — 


Advertising Representatives: Cresmer & Woodward, Inc., New York, Chicago, 
Detroit, Los Angeles, San Francisco, Atlanta. Color Representatives, SUNDAY 


SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 


area. Advertising in coastal cities 300 or more miles away 


WILLIAM F. FLOWER, public relations 

director of Outdoor Advertising 

Inc., New York, since 1948, has 

been elected a vp. Before joining 

OAI he was associate pr director 
of Remington Rand. 


vate school department in the 
Gregg publishing division of the 
McGraw-Hill Publishing Co., died 
Aug. 18 of a heart attack at his 
home at Brightwaters, N. Y. He 
was a graduate of Colby College 
and was among the first éertified 
public accountants in Maine. He 
taught accounting until 1937, when 
he joined McGraw-Hill. There he 
founded the technical and business 
education department. 


Southern California Agencies 
Assn. Now ‘Western States’ 


Southern California Advertising 
Agencies Assn., with headquarters 
in Los Angeles, has incorporated 
in California under a new name: 
Western States Advertising Agen- 
cies Assn. It will now open mem- 
bership to agencies in all 11 west- 
ern states. The move was said to 
result from an increasing demand 
for agency association service in 
the West. 

The group now has associate 
members in San Diego and San 
Francisco and one in Arizona. 
Walter Marto Advertising, Pasa- 
dena, has been named head of a 
committee to set up procedures for 
forming chapters. 


JArents 


MAGAZINE & FAMILY HOME GUIDE * 


BIGGEST 


Dollar Volume 
Issue 


EVER! 


OCTOBER — 


More than $34 Million— 
95 pages of advertising! 
For the 10-month period 
JANUARY through OCTOBER 
a 12% GAIN 
in Advertising Dollars, 


an 8% GAIN in 
Advertising Pages over 1955! 


New Circulation 
Guarantee 


(Effective March 1957 issue) 


1,700,000 
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REPORT 
from the Midwest 


World’s Richest 
. Farm Market 


we Litera” a Bs. oe 
YOUNG MAN ON THE TRACTOR, Tommie Scheider, age 2, is the future assistant general manager to his father, Delbert, in the operation of a typical Midwest “family farm.” 
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By 1975 his generation of farmers 
will feed 63,000,000 more people 


Twenty years from now it will be Tommie 
Scheider’s generation of Midwest farmers upon 
which the nation, bigger by 63,000,000 people, 
will depend for a large part of its food and fiber. 


Midwest farmers, like Tommie’s father, Del- 
bert Scheider of Red Oak, Illinois, already are 
in the process of intensifying their “family farm” 
operations for the big job ahead. Scheider’s 
father grossed about $7,500 a year in his day. 
The same acreage currently produces a gross in- 
come of $25,000 for Delbert. Plans for further 
intensifying the operation are likely to push the 
gross to $45,000 well ahead of the time when 
Tommie is ready to take over. 


The switch to new techniques that involve 
larger capital investments in mechanization, 
buildings, chemicals and complete home mod- 
ernization, too, is general throughout the “rich- 
est farm market in the world.” 


It means the next 20 years belong to the Mid- 


west, the Golden Area of agriculture—a golden 
opportunity for sales of everything it takes to 


operate the modern farm and home. 


For mass coverage of this class market, ad- 
vertise in the Midwest Farm Paper Unit, the 
first choice with readers, dealers and advertisers 
... one order, one plate at substantial savings 
in rates. 
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SEE oe, FIRST CHOICE: 


Farm Magazine "D” 
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This may not look like a board of directors meeting now but it won’t be THE MIDWEST FARM PAPER UNIT IS FIRST CHOICE with farm families like 
long before Tommie, 2, and Joyce, 3 months, voice their opinions and assist the Scheiders. A survey of 6,049 Midwest farms—supervised by Batten, 
their parents in operation of the business. Mr. Scheider is an Iowa State Barton, Durstine & Osborn, Inc.—shows Midwest Unit Farm Papers pre- 
College graduate; his wife, a former school teacher. ferred better than 3 to 1 over the second ranking farm publication. 


‘ 
cal 


THE FAMILY FARM today is quite different from that of Grandfather Adding new buildings and remodeling other structures is a continuing pro- | 
Clinton Scheider’s generation. It requires more capital for such equip- gram on Midwest farms. Here the Scheiders are erecting a pole-type brooder 
ment as this automatic electric grain grinder and power wagon. and baby pig house purchased from a Freeport, Illinois, agent. 


_ oak : 
Advertise ,where FARMING IS BIG BUSINESS AND GOOD LIVING sesesiansunes-at: : 
35 E. Wacker Drive, 

Chicago 1...250 Park : 
Avenue, New York 17, 
New York... 110 Sutter 

Street, San Francisco 5... 

672 South Lafayette Park 

Place, Los Angeles 57. 
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Sylvania’s Mitchell 
Asks for Better 
Market Planning 


New Brunswick, N.J., Aug. 21— 
Although the nation’s output of 
goods and services is at the record 
rate of $408 billion, industry will 
have to sell more effectively if the 
public’s growing needs are to be 
met, Don G. Mitchell, chairman- 
president of Sylvania Electric 
Products, said here today. 

Speaking at commencement ex- 
ercises of Rutgers University’s 
graduate school of sales manage- 
ment and marketing (sponsored 
jointly by the university and 
National Sales Executives), Mr. 
Mitchell predicted that the gross 
national product will reach $500 
billion within five years “provided 
there is greater and more efficient 
marketing effort.” 

He described the current eco- 
nomic era as one of “marketing 
and distribution” in contrast to the 


picnicking... that’s life in 
the Northwest. KEX's ‘‘Big 
5"’ D.J., Russ Conrad, sells 
your product to this big 
outdoor radio audience. 


Russ Conrad Show 
12:00-4:00 P.M. 
Monday thru Saturday 


Powerful 50,000 watt KEX will 
carry your radio sales mes- 
sage to the Northwest's big 
outdoor audience whether 
they are in the backyard, at a 
picnic, at the beach or in the 
car. And the top-rated ‘Big 5"’ 
D.J.'s will sell YOUR product! 


LET POWERFUL 
50,000 WATT KEX 
SELL FOR YOU! 


Call Bob Rudolph, KEX Soles Mon- 
ager, CApitol 2-1881; A. W. “"Bink’* 
Dannenboum, WBC Genera! Soles 
Manager, MUrray Hill 7-0808, New 
York; or your neorest Peters, Griffin, 
Woodward, inc., office. 


production and technical eras of 
the pre-war and war years. 


s “Marketing today—which em- 
braces product planning, market 
research, advertising, merchandis- 
ing, distribution, and field sell- 
ing—requires as much sound man- 
agement and as much sound 
planning and direction as engi- 
neering, manufacturing, finance, 
or any other parts of a business,” 
he said. 


Stressing the importance of 


market research in meeting inten- 
sive competition, Mr. Mitchell 
observed that “the day of hit-or- 
miss selling is gone forever, and I 
Say good riddance. In achieving 
Sales success today, there is no 
substitute for planning, for defin- 
ing objectives, and following them 
through. 

“Particularly these days when 
everything is so much more scien- 
tific, there is no substitute for 
scientific study of problems, scien- 
tific accumulation of data and 


scientific evaluation and use of 
that data. 

“The old tale about eager cus- 
tomers beating a path to the door 
of the mouse-trap maker is a 
pleasant story, but it is 100% re- 
moved from reality,” Mr. Mitchell 


‘declared. 
| MCA-TV Reassigns Wild 


Ray Wild, vp in charge of the 
southern division for MCA-TV, 
New York, has been named to the 
new post of field sales manager 


Advertising Age, August 27, 1956 


for the film syndication company. 
At the same time, Wynn Nathan, 
vp in charge of sales, announced 
that he would spend more time in 
New York; in the past he has 
headquartered in Hollywood. 


Micromatic Hone Boosts Ellis 
Micromatic Hore Corp., Detroit, 
has appointed Myron P. Ellis di- 
rector of advertising and sales 
promotion. With the company 
since 1942, Mr. Ellis has been ad- 
vertising manager since 1952. 
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Self-Serve Display 
Cases Hike Sales of 
Candy, Study Shows 


WasHINGTON, Aug. 22—Candy 
merchandised in a big white-en- 
amel multi-shelf floor display case 


will outsell candy sold in almost 


report issued by the National Can- 
dy Wholesalers Assn. on a study 
made by its research arm, Whole- 
sale Confectionery Industry Foun- 
dation, on the sales effects of the 
big candy display. 

The study was made by record- 
ing two-month candy sales records 
before the cabinets were installed 
and comparing them with two- 


any other kind of merchandising|month sales records after the 


arrangement, in almost every kind cabinets were put into use. The 73 


of store that retails candy. candy retailers used in the study 
This is the major conclusion of a | were located in 23 different states 


and included grocery, variety, gen- 
eral merchandise, drug and deli- 
catessen stores. 

The test display units used in 
the study were white-enameled 
floor display cases 53” high, 36” 
wide and 18” deep. The cases had 
five adjustable shelves, all 7” deep. 


@ Test results show that 68 out of 
73 retail outlets enjoyed an in- 
crease in candy sales after the 
cabinets were installed, while five 
experienced sales declines. The av- 


erage weekly sales increase was 
$11.05 per store and the median 
increase was $7.79 per store. 

Of the 39 grocery stores involved 
in the study, 36 enjoyed a sales 
increase after the cabinets were | 
installed, their average weekly | 
sales increase being $10.12 per | 
store. 

The test cabinet allowed 40 of 
the 73 outlets to increase their can- 
dy stocks. In six stores which had 
previously displayed all candy in a 
glass enclosed case, weekly sales 


| 


READS THE ADVERTISEMENTS 


-..im every issue of ELECTRICAL MERCHANDISING 


Harry Price, President of the six Price stores 
and Kitchen Planning Center in the Norfolk, 
Virginia area employs 50 salesmen and 125 
other people. He was the 1950 and 1954 Brand 
Name Retailer of the Year and is a past Presi- 
dent of the National Appliance and Radio-TV 
Dealer Association. As such he was Chairman 
of the Committee which was largely responsible 
for organizing and founding NARDA’s first 
Institute of Management for appliance-radio- 
TV dealers. An ELECTRICAL MERCHANDISING 
subscriber since 1935, here is what he says 
about it... 


HARRY PRICE SAYS 

“T make a point of reading the advertisements 
in ELECTRICAL MERCHANDISING and never miss 
them. They keep me abreast of what is going on 
in the industry from a competitive standpoint. 


ADS GIVE FAST INFORMATION 

Although manufacturers do a good job of keep- 
ing me informed I find that their advertisements 
. keep me up to date and give me a large volume 
of information I can’t get as fast elsewhere. 


WHAT THE ADS DO FOR HARRY PRICE 
The advertisements have created many, many 
interests in merchandise in which I normally 
would not have been interested if I had not seen 
them in ELECTRICAL MERCHANDISING. When 
distributors come in to talk to me about such 
products I listen to them and am ready to ask 
questions because I’m already interested. 


Electrical 


SALES IDEA SOURCE 

I have gotten some mighty fine ideas for pro- 
motions out of ELECTRICAL MERCHANDISING. 
When I read about something which some dealer 
has done somewhere it makes me think of an 
idea which I develop into a promotion tailored 
to my own market. . . and the promotion was 
sparked by an idea which appeared in an 
ELECTRICAL MERCHANDISING article. When I 
need an idea I sometimes get out my old copies 
to find one.” 


OTHER HARRY PRICES 

Thousands of America’s top dealers and dis- 
tributors join Harry Price in looking to 
ELECTRICAL MERCHANDISING for profit-making 
sales ideas. Dealers name it as the publication 
in which they are most likely to see advertise- 
ments. They are twice as likely to pick it up 
purposely to read the ads than the field’s second 
publication. 


DISTRIBUTION BUILDER 

Because sales-minded dealers and distributors 
read ELECTRICAL MERCHANDISING advertise- 
ments so thoroughly your advertising is most 
effective in it. And, because the people who 
mean so much to you save it and refer to it fre- 
quently, a single ad gives the cumulative impact 
to several insertions. Use it regularly. Your 
advertising message will work harder to build 
distribution among top dealers and distributors 
where you can really boost sales volume cheaply. 


| Merchandising 


alone will cover the market alone 


@ 


A McGRAW-HILL PUBLICATION, 330 WEST 42ND STREET, NEW YORK 36, N.Y. 


@ 


increased an average of $16.96 per 
store after the stock was moved to 
the big self-service display unit. 
In 12 stores in which several dif- 
ferent confectionery displays had 
been previously used in more than 
one location, candy sales increased 
by an average of $17.90 per week 
per store after stock was put to- 
gether in the unified display. 

Six of the stores which had pre- 
viously ‘displayed candy on a 
counter rack found that their sales 
increased by an average of $20.03 
per store when the test cabinet was 
used for the candy. In 19 self-ser- 
vice stores where candy was 
moved to the test case from either 
shelves or counters, sales increased 
an average of $7.24 per outlet per 
week. 


Bailey to Universal Recorders 
Arnold Bailey, formerly in 
charge of sales of Charles E. Skin- 
ner Productions, Hollywood, has 
been named sales manager of Uni- 
versal Recorders, Hollywood. 


24.2% 


OF SOUTH CAROLINA'S 


FOOD SALES 


AMOUNTING TO 


$96,085,000. 


are in the COMPACT 


i in SOUTH 
Svs CAROLINA 


Total Retail Sales, and sales of 
Food, General Merchandise, 
Apparel, Furniture & Appli- 
ances, Autos, etc. are greater 
in the Greenville market of 
510,320 people than in any 
other market in S. C. By every 
accurate measurement, Green- 
ville is your first market in 


South Carolina. 


Write us or WARD-GRIFFITH for 
information and for assistance in 
selling your products in the 
Greenville Market. 


Daily Circulation 


99,084 
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Spruill, Tracy Get 4A‘s Posts 

T. Bryce Spruill, vp and _man- 
ager of the Portland office of Bots- 
ford, Constantine & Gardner, has 
been named a board member of 
the western region of the American 
Assn. of Advertising Agencies. 
Succeeding Mr. Spruill as Oregon 
council chairman is T. N. Tracy, 
Portland manager of McCann- 


AMERICAN 


METAL MARKET 
the ONLY ASC-oudited 


newspaper in its field 
reader. 


000 
ef 


‘Philadelphia News’ 


Switches to 24-Hour 
Schedule Sept. 10 


PHILADELPHIA, Aug. 21—The 
Philadelphia Daily News will go 
on a 24-hour publishing schedule 
as of Monday, Sept. 10. 

This will give the tabloid its 
first home-delivery edition, The 
early edition will be on the street 
at 1 a.m. each day. The News will 
publish its last late edition about 
3 p.m. 

In confirming the new publish- 
ing schedule, David M. Podvey, 
general manager, told ADVERTISING 


installed first. 
In preparation for this expan- 
sion, the News recently hired Ivan 


| Annenberg, circulation specialist | 


| (AA, July 16). 

| Actual plans for the daily’s ex- 
‘pansion were formulated about a 
year ago when builder Matthew H. 


the News. Since then he has 
named Harry Saylor, former edi- 
tor of the old Philadelphia Record, 
president; 
editor and Mr. Podvey, who had 


er, general manager. 


McCloskey purchased control of | 


Bernard A. Bergman | 
/ age, chalking up higher ad volume 
been business editor of the Inquir- | 
, advertising normally drops off. 


four-page segments in the Greater 


|Philadelphia magazine and the 
|\Chamber of Commerce News to 


support business paper ads. 

By moving into the earlier pe- 
riod, the News will offer competi- 
tion to the Inquirer for the first 
time since 1948, when the Bulletin 
Co. purchased the Record from 
David Stern, following a lengthy 
American Newspaper Guild strike. 

In the past year the News has 
consistently been gaining in lin- 


during the summer months, when 


® Staff expansion was launched | Standard Oil Consolidates 
almost immediately in all depart- | Three Chemical Subsidiaries 
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with the name Amoco Chemicals 
Corp. Headquarters will be in 
Chicago. 

The subsidiaries being consoli- 
dated are Indoil Chemical Co., 
Chicago; Pan American Chemicals 
Corp., New York, and Amoco 
Chemicals Corp., formerly Hidalgo 
Chemical Co., Tulsa. Jay H. For- 
rester will become Amoco’s presi- 
dent when consolidation is com- 
pleted late this year. 


‘PCI Journal’ Bows 

The PCI Journal, a quarterly 
technical publication of the Pre- 
stressed Concrete Institute, made 
its initial appearance in May, 1956. 
The magazine will have a con- 


trolled circulation—at this time it 
is 2,000. A one-time, b&w page ad 
is $125. 


ments. | Standard Oil Co. (Ind.) plans to 


Ace that the News had planned 
a morning edition formany months; To help promote the new longer consolidate three of its chemical 
subsidiaries into one company 


but that new presses had had to be publishing day the News is buying | 


per- 
figures! 
¥ York 38 


‘To an account executive 
who ts hard at work and happy 


na <4 nad nad nad 


We are looking for a senior account executive to work in 
Chicago—his initial assignment to be one of America’s leading 
packaged goods accounts. 

If you are the man for this job, you are probably hard at 
work right now on a challenging, satisfying assignment. But we 
ask you to read on because we honestly believe that if you are 


the right man, there is a rare opportunity within your reach. 


CCRC eS EHH EEE EHS 


Needham, Louis and Brorby — advertising agency — was estab- 
lished in 1925...Current Annual Billings, $32,000,000... 
Offices: Chicago, New York, Toronto, Hollywood... Features 
of our way of operating with our own people include Group 


The man we are looking for comes close to being a complete 
Insurance, Profit Sharing, Annuities, Shareholding. 


advertising man. To us this means that he has the wide range of 
interests that comes only from a deep knowledge of people and 
things. He may have acquired this in school and college but, 
just as likely, he has it because his work, travels, reading and 
conversation have acquainted him with many phases of life. 

Consequently the breadth of his interests helps him stim- 
ulate people of many different temperaments to do their best 
work. It enables him to assume leadership and authority 
quietly and effectively even in the most complex situations. 


CLIENTS 


Campbell Soup Company 
The Crowell-Collier Publishing Company 
Cummins Engine Company, Inc. - Hotpoint Company 
Household Finance Corporation - S.C. Johnson & Son, Inc. 
Kraft Foods Company - Macwhyte Company 
Monsanto Chemical Company - Morton Salt Company 
Palm Beach Company - The Peoples Gas Light and Coke Company 
The Quaker Oats Company « Scovill Manufacturing Company 
State Farm Insurance Companies - Wieboldt Stores, Inc. 
Wilson & Co., Inc. - Wilson Sporting Goods Co. 
Worthington Corporation 


The man for this job is a thinker as well as a salesman and 
administrator. He is able to bring an advertising problem into 
sharp, clear focus in his own mind before decisions are made. 
He is able to drive for a solution according to well made plans. 

If you are this kind of account executive, we would like to 
talk with you about a future in our company —one that can 
eventually bring you responsibilities far beyond the immediate 
assignment. You will find here a place where other people of 
the kind described above are now working in a challenging, 
satisfying atmosphere. 


NEEDHAM, LOUIS & BRORBY OF CANADA, LTD. 


Campbell Soup Company, Ltd. - S.C. Johnson & Son, Limited 
Kraft Foods Limited - Monsanto Canada Limited 
Pepsodent Sales Limited - State Farm Insurance Companies 


SHS HH SHES HHSHHEHESEEHHEHSEHEEEHEEEEEEEESEEEEESESESEEEEEEE SE EEEEEESESEEEES 


Pease write direct to Maurice H. Needham, President 


NEEDHAM, LOUIS AND BRORBY, INC. 
Prudential Plaza + Chicago 1, Illinois 
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Advertising Age, August 27, 1956 


Business Now Sees Ad Budget as 
Investment ‘Like Plant’: ‘Fortune’ 


Magazine Reports Growth 
of Research; Predicts 


More Agency Changes 


New York, Aug. 24—Fortune 
takes a look at advertising in its 
September issue, out Monday, and 
finds it less often bad than mis- 


understood. 

In an article titled, “The Amaz- 
ing Advertising Business,” writer | 
Daniel Seligman finds the industry | 
has its problems, but no crises. | 

Noting that ad appropriations | 
have been going up at a rate faster 
than the economy as a whole, Mr. 
Seligman declares: 

“U.S. management plainly has a 
new attitude toward advertising. 
The notion that advertising was a 
sort of corporate luxury, to be 
indulged in when there were funds 
left over, now seems quaint and 
archaic. Business men may have 
difficulty determining the exact 
sales payoff from advertising; but 
they are increasingly inclined to | 
view the appropriation as a true | 
capital investment—as much so as | 
new plant.” 

Fortune notes a trend to the 
“extension of agency services” and 
the emergence of the “omnibus 
agency.” It declares that some ac- 
count switches are traceable to “a 
tendency for an arriviste company | 
to pick one of the large houses, not | 
so much for agency’s research fa- | 
cilities, but simply as a token of. 
the company’s own advancement | 
in the world. 


= “Said a of an agency 
that lost an/account to BBDO: ‘All 
of a sudden they decided they were 
ashamed of us socially. They think | 
they’re big shots now—they want | 
to be invited to Ben Duffy’s place 
in Rye, and they want to get a 
table up front at the Pavillon when | 
they eat with an account supervi- 
sor, and all that crap. The dirty 
dogs!’ ” 

Fortune finds client changes “a 
conspicuous feature” of an extra- 
ordinary business and suggests 
there will be a lot more changes 
in coming months. 

Other Fortune observations in- 
clude: 


e “Total billings being equal, an 
agency is more profitable if it has 
a few large accounts than if it 
has many small ones . . . if it is 
not obliged to maintain a lot of 
branch offices” and if it can keep 
a satisfactory balance of billings 
per employe. 


e The agency field “is one whose 
economics hinge on manpower 
costs. For agencies of all sizes, per- 
sonnel costs—salaries, pensions, 
profit-sharing, etc—average 
around three-quarters of operating 
costs.” 


e In any event, no agency “can 
survive today unless it offers 
[many] research services,” despite 
the belief of some admen that the 
value of research has been over- 
drawn. 


Jan Gay Opens Office 

Jan Gay, formerly promotion 
manager of Dux Inc., importer of 
Swedish furniture, has opened her 
own advertising and public rela- 
tions office in San Francisco, at 
468 Jackson Sq., where she will 
handle home furnishings, building 
and architectural accounts. 


KMPC Buys KSFO 

KSFO, San Francisco, has been 
sold to KMPC, Los Angeles. Loyd 
C. Sigmon will be vp of Golden 
West Broadcasters, new corporate 
name for the two city radio station 
operation. 


Marble Arms Stretches Ad 
Budget by Selling Booklets 
Marble Arms Corp., Gladstone, 
Mich., faced with the fact that its 
1956 advertising budget would not 


|stretch to a full-scale consumer 


campaign, decided to sell what it 
could not buy. The result is two 
how-to booklets which are being 
sold at 10¢ each to consumers at 
sporting goods stores across the 
nation. 

The 20-page booklets—one on 
| gun cleaning and maintenance and 


the other on selection of gun sights 
—were chosen to take advantage | 
of a need for more information on 
these subjects. The booklets men- 
tion various Marble Arms products 
but carry no advertising copy as 
such. 


Wood Buys Newspaper 

John F. Wood has resigned as 
assistant to the public relations di- 
rector of the Los Angeles Times to 
purchase the Corning Observer, 
Tehama County, Cal. He is pub- 
lisher of the Observer and presi- 
dent of the Sacramento Valley 
Newspaper Corp., which has been 
formed to operate the daily news- 
paper. Mr. Wood also has been 
with the Minneapolis Star and 
Tribune and the San Francisco 
Chronicle. 


TRUCK-ADS SELL THE 
FAMILY ON THE GO! 


Here is a medium offered for the first 
time on a selected nationwide or regional 
basis. Truck-Ads give you greater visi- 
bility at lower cost, yet can be EXCLUSIVE 
for your type of product. BARBOUR 
TRUCK-ADS, INC. now has over 10,000 
availabilities, any part of which may be 
leased on a SEASONAL or YEARLY 


basis. For complete information please 
call or write: 


ARBOUR TRUCK Ams. 
100 S. Main St., Orlando, Florida — Ph. 2-0611 
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THE BILLION DOLLAR. 
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The Wilsons 


are the most! 


This is the Kenneth Wilson family.* Photog- 
rapher Bob Landry took these pictures of 
this typical SI family one day at their home 
in Arcadia, California. 

Why? Because the Wilsons represent—in 
their multitude of activities and interests— 
the most vital new sales force in America. 

Namely, the SPORTS ILLUSTRATED sub- 
scriber market as it was revealed by a recent 
Alfred Politz study. 

The Wilsons and 649,999 SI families like 
them, the Politz figures show, are unique in 
their pursuit of the good life. 

Their median income is $9,550—highest 
in the general weekly field. Better than 
40° of them own 2 or more cars. Nearly 
2/3 have traveled outside the U.S. 44% 
belong to a sports or country club. 66%, 
of the family heads are professionals, pro- 
prietors, managers or officials. 72% of 


SI subscribers own their own homes (me- 
dian valuation, $19,800, twice the U. S. 
median for non-farm homes). 


They lead the U. S. in buying. 25.6%, for ex- 
ample, own air conditioning as compared with 
a total U. S. average of only 5.6%; 44.5% 
own hardtops, convertibles or station wagons 
—a reflection of their style influence. 

Whatever it is you’re advertising, their posi- 
tion at the head of the market makes the 
650,000 SI families a market you can’t afford 
to overlock, particularly because the Wilsons 
and their kind are the bellwether families who 
will spread the good word about your goods. 

The clincher, we feel, is this: 

For the cost of one page in the big circulation 
magazines, or one show on network TV, you 
can buy a whole series of ads—a very healthy 
campaign—in SPORTS ILLUSTRATED. Call 
us today and ask for the proof. 


SPORTS 


ILLUSTRATED 


More than 650,000 families who lead the full life 


%* All the Wilsons are real, except for Mr. Wilson, 
who had to go to work that day, so we hired a 
model, Mr. Wayne Davidson, to sub for him. 
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Buying Income per capita 
lation in the 250 
advantage of this 


Landon Joins Y&R in S. F. 
Reynold C. Landon, former pub- 
lic relations officer of the Bank of 
America, has been named an ac- 
count executive in the San Fran- 
cisco office of Young & Rubicam. 
At one time before joining Bank 
of America, Mr. Landon spent five 
years in the agency’s New York 
office. Two other additions to 
Y&R’s San Francisco staff are 
William A. Thomson, formerly a 
producer in Y&R’s New York and 
Hollywood office, and Thomas C. 
Beaumont, former vp of sales of 
U. S. Fiber & Plastics Corp., Ster- 
ling, N. J. Mr. Thomson will be 
manager of tv production in San 
Francisco, and Mr. Beaumont joins 
the merchandising department. 


Gumbinner Names Gelman 

Murray Gelman, formerly of 
Emil Mogul Co., has joined Law- 
rence C. Gumbinner Advertising 
Agency, New York, as a radio-tv 
copywriter. 


LES OF CONSHONSCEER TIES fF 


Tires and Tubes i 
Aasemeries } 
Batteries | 
Recapping 


“WHERE TO CALL” 
FACTORY BRANCH 


LEE TIRE & RUBSER CO OF WEW YORK 
§RE 1010SawMiliRunBivd -- -WUbbré 1-1777 


‘Yellow Pages’ Trade Mark Service pays off for LEE Tires! 


Displaying This Emblem In Your 
Advertising Means More Sales 
For Your Dealers 


Lee Tire & Rubber Company uses Trade 
Mark Service in the ‘Yellow Pages’ of tele- 
phone directories in hundreds of markets. 
To prove the effectiveness of this program, 
Lee made a test study using one of their 
factory branch stores in Pittsburgh. Re- 
sult: 1100 sales inquiries in 12 months. 


As a result, Lee’s advertising now car- 
ries the tie-in reference, “See your Lee 


of Conshohocken Dealer listed in the 
‘Yellow Pages’ under “Tires.” 


Today, among Lee dealers who are ad- 
vertising in the ‘Yellow Pages,’ success 
stories are commonplace. One dealer, for 
example, who without ‘Yellow Pages’ ad- 
vertising sold only 35 Lee tires in one 
year, sold 43 in one week through his new 
listing under the Lee trade mark heading. 


An experienced Trade Mark Service representative is ready to outline a custom-made 
plan to fit your marketing program. Just call the Bell Telephone business office. 


Advertising Age, August 27, 1956 


‘Night Folk’ Love 
Him: He Loves Soap; 
WOR Fires Shepherd 


New York, Aug. 23—Jean Shep- 
herd, WOR’s all-night disc jockey, 
who was fired in the wee hours of 
the morning last week, may be the 
only man who ever lost his job for 
putting in a radio “commercial.” 
This, in contrast to the legions who 
have got into trouble by leaving 
out the sponsor’s message. 

Determined to prove he could 
sell soap on a show that had been 
called too high brow for popular 
appeal, Mr. Shepherd asked his 
“night people” to help him by buy- 
ing Sweetheart soap. The talk 
about Sweetheart soap, which ap- 
parently was selected at random, 
went on at length—until Robert 
Leder, general manager of WOR, 
called the station and ordered the 
switch pulled on the unorthodox 
dj. 

No man to object to soap being 
sold on his station, Mr. Leder does 
prefer paying clients—and Sweet- 
heart soap, unlike some other com- 
panies that were getting less en- 
thusiasm from Mr. Shepherd, had 
bought no time on WOR. 


@ Mr. Shepherd, whose phone 
didn’t answer this week, may have 
no job at the moment, but he has 
been getting a lot more attention 
from the press than those who do. 
He first began to attract the notice 
of city editors a couple of weeks 
ago. At that time he almost parted 
with the station, but his “night 
people,” as he calls his listeners, 
held a_ well-publicized protest 
meeting, and WOR kept him on 
the job—without contract. 

His listeners are a faithful lot. 
As a part of their fight against the 
“cocksureness of ‘day people,” 
they have succeeded in getting 
publisher Ian Ballantine to publish 
“I, Libertine,” a fictitious fiction 
title which the dj and his fans 
made up to bedevil list-minded 
bookstore clerks. “I, Libertine” is 
to be concocted by Mr. Shepherd 
and a science fiction writer. 

Asked if WOR—which has in- 
stalled “Long John,” a former ac- 
tor, carnival man and auctioneer, 
in the all-night spot—is helping 
give Mr. Shepherd a publicity 
build-up preparatory to returning 
him to the air, a spokesman for the 
station said, “Of course not. How 
could you ask such a thing?” 

The WOR man gave Ballantine 
credit for keeping the publicity 
campaign rolling. But he left the 
impression that some of the sta- 
tion’s executives think it would be 
a good idea to talk to the leader of 
the “night people” about a new 
time slot. 


Flare Advertising Bows 

Flare Advertising Agency has 
been opened at 260 Kearny St., 
San Francisco. Hal Olson is art di- 
rector, and Elinore Hurtig is ac- 
count executive. The agency will 
specialize in fashion illustrations. 


‘Collier's’ Names Heckinger 
.Sanford Heckinger has been 
named San Francisco sales man- 
ager of Collier’s, He has been West 
Coast ad manager of the American 
Magazine for the past two years. 


Attention! 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your peri- 
odical publication, either sheet- 
fed multicolor letterpress, offset 
or web-fed offset. Ample paper 
supplies available. 

For detailed information, write 
M-F.A. Publishing Department, 
200 South 7th, Columbia, Mo. 
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largest cities in the United States 
have newspapers with more circulation than 
the Minneapolis Sunday Tribune 


* UPPER 
MIDWEST ("4 


Pes tle i : S.D. MINN. ¥ 


: ) 625,000 in the Upper Midwest 


(Minnesota, North and South Dakota, western Wisconsin) 


i Minneapolis Star and Tribune 


EVENING MORNING and SUNDAY 


More than 625,000 Sunday - 495,000 Daily 


John Cowles, President 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


Foremost Account Switch Leads to 
Sermon on Big Vs. Small Agency Operation 


To the Editor: With regard to 
your issue of Aug. 13, I feel there 
is some “food for thought” there. 
Let’s think a little! 

Part No. 1. 

Page 1., headlines the million 
and a half dollar loss of the Fore- 
most Dairy account, by Guild, 


Bascom & Bonfigli! Now isn’t that | 


something! Here is an agency that 
is perhaps the dream agency of 
every adman in the country. The 
agency which has limited itself to 
the accounts it will handle, so that 
it can devote it’s all ‘to doing the 
best job they can for a client. 

The record speaks for itself. 
They put the agency’s Foremost 
foot forward. In the words of the 


|ad manager of Foremost, “they 
|have almost literally knocked 
themselves out on our behalf.” The 
proved sales record, which is the 
jultimate decision, is successful, 
‘due in great part to the agency. 
Here everything is just as it should 
|be between a client, his product, 
and the agency. Everything right 
}down the line, where the agency 
| did the complete job to help make 
his client No. 1 in the world. 

But something went wrong... 
| They just didn’t knock themselves 
|out enough! Now that Foremost is 
the leader as the famous Piel boys 
would say, “Who needs ’em?”! 

They forget all the hard work, 
all the untiring efforts put into the 


ONLY FORT WAYNE NEWSPAPERS 


All figures cumuletive. 


54,818 Homes 
Merning..56.8% | Morning.. 46.8% 
Evening. ..91.6 % 
Sunday ...85.6% 
ABC 12-31-55 


TRADING 
ZONE 
136,821 Homes 


FORT WAYNE NEWSPAPERS, INC., Agent 


Represented by Alien-Klapp Co—New York—Chicago—Detroit—San Francisco 


account to make it what it is, and 
turn the account over to the Giants 
of the ad business, the cold, hard- 
hitting fellows, who say “Let’s not 
worry about being over-creative. 
It’s strictly get in there, get the ac- 
counts, and mass produce advertis- 
ing, for the dollar profits there 


jare.” The thing that I would like 


to think about is, who is right? 

Why knock yourself out trying 
to bring the small man up to the 
size of the big man, why spend 
years of your life educating the 
small fellow into proper advertis- 
ing, so that the big boys can take 
over. Let’s chuck this so-called 
creative advertising, and set up the 
department store type ad agencies. 
Let’s put the entire business on a 
mass production, automation basis, 
and the hell with dreams! 

Hats off to Guild, Bascom & 
Bonfigli! It was a good try. 

Part No. 2. 

On Page 65 of the same Aug. 13 
issue, James D. Woolf, our adver- 
tising consultant, tells us how a 
supermarket dares to be different. 

I get sick and tired of the fellows 
in the supermarket business, who, 
every once in a while turn out a 
series of ads for admen! Of course 
this series of ads is different and 
pretty, and make advertising men 
talk, but do they sell? 

If these ads are so sensational, 
if these ads are getting the cus- 
tomer reaction they claim, if these 
ads do the over-all selling job they 
claim to do, why do we back them 
up with page after page of the 


same continual listing of item after 


item of price? I’m tired of seeing 
‘a pretty supermarket ad every so 
‘often that doesn’t have a price in 
\it, amd simply because it doesn’t, 
|and they did something a little dif- 
'ferent, everyone gets hysterical 
over the ad. If these ads are so 
good, and I believe in basic con- 
cept they are, let’s have the faith 
we should and develop true super- 
market advertising that will, 
properly developed, produce the 
result twice as much over ordinary 
price ads. 

I know...because I handle over 
four million lines of retail food a 
year out of my agency. I feel the 
pulse of Mrs. Consumer. 

Let’s not run a few different ads 
for advertising people, and to get 
some highly favorable comments. 
Let’s do away with the word “in- 
stitutional” in the advertising busi- 
ness. When you walk in to a client, 
show him a pretty ad that will sell, 


then tell him it’s institutional, he 
folds up and runs away. The very, 
thought of institutional ads sounds | 
as if you are putting him in an in-| 
stitution. I propose we do away. 
with the word from the advertising | 
world. 

A good, so-called institutional ad 
is the hardest selling ad that can be 


Nothing Else Like It In Louisville! 


“DIAL 970” 


WAVE’S MONITOR FORMAT! 
seo RR) 


ROAD SHOW 
(3:30—6:30 p.m.) 


Road Show is DIAL 970's late- 
afiernoon program, aimed especially 
at the thousands of commuters and 
workers driving home. Bill Gladden 
is at the wheel — breezy, relaxed, 
informal. 


Road Show features five news- 
casts, two sports roundups and a 
stock-market summary. Interspersed 
through it all is popular music 
that’s especially selected for high 
fidelity so that it may be heard 
clearly, even in heavy traffic. 


Road Show also reports on 
weather, time, traffic conditions, 
etc., thus helping motorists get 
home relaxed and informed. 


DIAL 970— 


WAVE’S DYNAMIC NEW RADIO SERVICE 
FOR A DYNAMIC NEW LOUISVILLE! 


WAVE 


5000 WATTS + NBC AFFILIATE 


ee 


SPOT SALES 
Exclusive National Representauives 


MONITOR 


school news. 


Other Coordinated DIAL 970 
Programs Complementing 


WAKE UP WITH WAVE Brings 
Louisvillians all they need to know to 
start the day. News every half hour. 
Time, weather, traffic, farm and 


CAROUSEL Fun and facts for busy 
Louisville homemakers. Club news, 
interviews, book reviews and music. 


NIGHT BEAT The pulse of Louisville 
after dark. Direct local news. Direct 
local sports round-up. Music and world 
news. Human-interest features. 


made, and in the long run will 
produce a greater result at less 
loss-leader cost, and take you out 
of the competitive category. But 
let’s stop the idea that just a pretty 
big picture, that just a few fancy 
words will do the job. 
You have to put thought, effort, 
and deliver a message to Mrs. Con- 
sumer that is appealing, inviting, 
enticing, wanting, seductive, and 
productive! Let’s stop making 
pretty ads for admen or company 
owners. Let’s put the same effort 
into good, hard-selling ads for Mrs. 
Consumer, and we can do the job. 
ZaL VENET, 

President, Howard, Mintz & 
Venet, Irvington, N.J. 

* 


Clarifies Mandabach-Hudson 
Agency Setups 

To the Editor: This may be a 
minor point, but just for the record 
and for the sake of accuracy I 
should like to comment on your 
article “7 Fewer Chicago Agencies 
in 1956, ‘Post-Dispatch’ Says.” 
This appeared in the Aug. 13 issue. 

The agency formerly known as 
Mandabach-Hudson did not change 
its name to Mandabach, Marthens 
& Simms. This agency was DIS- 
SOLVED as of May 15, 1956, and 
Mr. Mandabach joined the firm 
known as Marthens, Galloway & 
Simms. The name of this firm was 
then changed to Mandabach, Mar- 
thens & Simms. 

Since the parting of the ways 
between Mr. Mandabach and my- 
self I have organized my own firm 
known as George Ray Hudson Ad- 
vertising. 

Apparently the Post Dispatch 
was incorrectly advised in this re- 
gard. Be that as it may, I should 
appreciate anything you might do 
to set the record straight on this 


matter. 
Ray Hupson, 
George Ray Hudson Advertis- 


ing, Chicago. 
& o e 


Says KLAC’s Program Pattern 
Is Similar to WMPS’ 

To the Editor: Your story about 
Station KLAC on Page 3 of the 
Aug. 13 issue of ADVERTISING AGE 
is very interesting. As a matter of 
fact it sounds as though Mr. Hall 
may have been in Memphis and 
taken a page out of our book, the 
cover of which is enclosed. I can’t 
send you the details, because of 
their confidential nature. 

Your story about Mr. Hall’s sta- 
tion is particularly interesting in 
light of the fact that he is now 
going to program his station on a 
basis very similar to that inaugur- 
ated by WMPS in September, 1955. 
So perhaps WMPS was instru- 
mental in setting a program pat- 


' Advertising Age, August 27, 1956 


The format used by WMPS is al- 
so in use by our stations in Chi- 
cago, Boston and Baltimore. I 
dare say untold numbers of radio 
stations throughout the U. S. must 
be copying our pattern. Not a day 
goes by but what two or three sta- 
tion owners or operators are in 
Memphis “air-checking’”” WMPS. 

H. R. KRELSTEIN, 

Vice-President, Plough Inc., 

Memphis. 


. * * 
Fashion Ads Make a Hit 
for Dayton Dry Cleaner 

To the Editor: Thought the en- 
closed Mendenhall proofs would 
be of interest for your “Looking at 
the Retail Ads” column. 

It is our belief that art director 
Marian Gable has fashioned—if 
not the first, among the first— 
fashion type ads; for a dry cleaning 
client. 


Reception to these ads has been 
excellent. Frequently, women call 
the newspaper to find out who 
prepared the ad, then call the 
agency to learn where they might 
find the dress that was shown. 

CHARLES OPPENHEIMER, 
Copy-Promotion, Bridges- 
Sharp & Associates, Dayton. 

* * * 


Who Can Beat Word of Mouth. 
Chevrolet Fan Asks 

To the Editor: Re your editorial 
on Ford vs. Chevrolet struggle for 
first place (AA, Aug. 13), believe 
writer missed the boat by discuss- 
ing only “new” advertising ap- 
proach of Chevrolet, as originated 
by the company. 

In ’54, when Ford forged ahead 
for the first time in years and 
years, Ford had the product! And 
the smart promotion, to be sure. 

But this year, it’s Chevrolet 
that has definite product superiori- 
ty. Last year Chevrolet probably 
had an edge, too. And with John 
Q. Public, that product superiority 
is what counts. 

The “new” Chevrolet copy is 
what they’re getting via word of 
mouth. And this is what’s giving 
Chevrolet back its unchallenged 
top spot. Who can beat enthusias- 
tic word-of-mouth? Even tv im- 
pact is weak by comparison. 

You should hear me brag about 
my Chevvie convert with power- 
pack. “Man, it’s the best car I’ve 
ever owned. Why even my (last 
big car) didn’t compare! Etc.” 

I’ve sold two Chevvies myself, 
and a friend sold me in the first 
place. 

CHucK MUELLER, 
Vice-President—Sales, Hoff- 
man Homes, Phoenix, Ariz. 
AA’s editorial writer carefully 

avoided claiming that adver- 
tising was the sole explanation for 
the change in sales records, or even 
the major reason. He asserted 
merely that the change in adver- 
tising approach coincided with the 
change in sales records, and de- 
served careful thought. 

. * * 
His Kids Go for ‘Slurpies’ 
TV Commercials 

To the Editor: This is a bit out 
of character for me, but: after 
reading Walter O’Meara’s “Just 


tern nationally. 


Looking ...” article in the Aug. 6 
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issue of AA, my immediate reac- 
tion is that the kid, Nora, needs to 
be psychoanalyzed, and fast. She’s 
got troubles ...and bad ones. 

I don’t write copy for Slurpies, 
or any other kind of kid’s break- 
fast food, but I do have a tv set 
and three very well adjusted, 
healthy children with active, alert 
minds—and very wide interests. 

I am positive to the point of of- 
fering to stack them and any other | 
100 normal healthy kids against 
Mr. O’Meara’s Nora for reaction} 
to exactly the same ad you have | 
narrated, that their response to the} 
same thing will be very close to 
the following: 

Steve: 4%, “Mom—can we get 
some Slurpies next time we go to) 
the store?” 


Tommy: 31%, “I want some, too.” | MAKE-A-MIRROR—In this color page, 
Susie: 3%, Will ignore both of John H. Breck Inc. offers instruc- 
the others, and say: “Mommy, can tions “on request” for making the 
| mirror shown. The ad will run in 
ane he is trying prove oe | September and October in wom- 
is phony or psychocase ora |...» ; 
beats me. I think he’s just peal scusaate Chiors hen po ag Anal 


we get some Slurpies?” 


his motor. That these kid commer- 
cials are a bit nauseating to us 
oldsters, I'll buy, but you'll have 
one hell of a hard time trying to 
sell me that a refined, experienced | 
adult announcer, with well modu- 
lated tones, and expert delivery, 
can sell Slurpies to the market) 
they were designed for (kids) as 
well as some goofball clown, ob-. 
noxious kid, or a combination of 
both—e.g. Mickey Mouse club. 

Bend, friend, bend. You’re in the 
advertising business. The job is to 
sell—_to hell with culture...or 
didn’t you know? 

WaALterR S. MILLs Jr., 
Falls Church, Va. 


$1,100,000 Push 
Is Set by Men's & 
Boys’ Wear Group 


New York, Aug. 21—The Amer- 
ican Institute of Men’s & Boys’ 
Wear launches a $1,100,000 ad 
campaign next month in five 
leading consumer magazines to re- 
gain a large part of the consumer 
dollar lured away by the auto and 
appliance and other industries. 

Jock Elliott, account executive 
with Batten, Barton, Durstine & 
Osborn, who is in charge of the in- 
stitute’s campaign, outlined the ad 
schedule, which will appear in 
Good Housekeeping, Life, Look 
and The Saturday Evening Post. 


s The ads will feature the theme. 
“Dress right—you can’t afford not 
to!” The first of 19 four-color 
spreads will appear in the Sept. 10 


‘Times’ Hits State’s 


Gibberish, Jargon’ 


state of New York. 


G. De Sapio, the 


as maths 


proposed constitutional 


field, Mass., is the agency. 


Ad as ‘Uninformative 


New York, Aug. 21—One day/| reading it; anybody who did would 
last week, the New York Times'not understand what it was all 
carried a five-column advertise-| about.” 
ment placed by the secretary of 


Saturday the Times ran an edi-| brand of official gibberish re- 
torial which was titled “Ads That) served for our state constitution. 
Nobody Reads.” It said, in part: | It is the jargon that conceals and 

“We venture to say that few if confuses rather than informs.” 
any of our subscribers read this 
advertisement (placed by Carmine 
secretary of 
state), although all of them who 
are taxpayers to New York State 
helped pay for it. In type so small 
as to make a reading glass wel- 
come it published, as required by 
state constitution and state elec- 
tion law, the text of all the 12 
amend- 
ments that may be acted upon by 
voters of the state—not this No-| and This Week Magazine, plus 
vember—but in November, 1957.” | daily newspapers in major metro- 
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The newspaper declared that “in| politan markets, backed by direct 
the form this five-column adver- mail and point of purchase adver- 
tisement of formidable solid type | tising. 
was presented, it was a waste of| The company also has bought 
money and newsprint. | one-third of “Caesar’s Hour” on 
| “Nobody would ruin his eyesight | NBC-TV Saturday nights starting 
|Sept. 15. Emil Mogul Co. is the 
agency. 


Russell Adds Revivit 

Camp Chemical Co., Brooklyn, 
has appointed James Elliot Russell 
Inc., New York, to handle adver- 
tising for Revivit, a chemical 
cleansing agent for cesspools and 
septic tanks. The agency also 
handles advertising for Camp's 
other products. 


The amendments, said _ the 
| Times, “are largely of that unique 


Knomark Sets Fall Drive 
for Esquire Shoe Polish 
Knomark Mfg..Co., New York, 
maker of Esquire shoe polish, will 
launch its fall advertising cam- 
paign Sept. 9 on NBC-TV by spon- 
soring a one-shot dramatic pres- 
entation, “The Magic Box,” from he ae ae . 
8 to 9 p.m. Print advertising breaks = - Saaeataeey ae 
Sept. 15, with half-pages in Life, wee — 
Look, Parade, Parents’ Magazine ON eet | CEmmarine 


AS EQUIPMENT ¢ APPLIANCES 
Our 10th Year ¢ NEEDHAM 92, Mass. 


ee 


Pe aia 


issue of Life. Eight different ads 
will be used in the campaign. Oth- 
er spreads scheduled are in the 
Sept. 22 Post and the Oct. 2 issue 
of Look. 

Since its organization back in 
1955, the institute has had consid- 
erable difficulty in raising $2,000,- 
000 to finance the campaign 
as well as its other activities. But 
the drive was boosted by the sup- 
port of Sears, Roebuck & Co. in 
the fall of 1955, and the institute 
reached its goal last April. 


® Mayer & O’Brien, Chicago pub- 
lic relations counsel, and Alfred 
Politz Research have been retained 
to work with the institute. Politz 
will conduct two motivational re- 
search studies. 

Mr. Elliott stressed the need for 
tie-in advertising by manufactur- 
ers in order to make the campaign 
effective. He said that Du Pont al- 
ready is planning to run a spread 
following one of the institute’s, 
featuring its new fabrics. 


Keating Joins Lentheric 

Joseph S. Keating, formerly di- 
rector of sales training and sales 
merchandising at Dorothy Gray 
Ltd., has joined Lentheric, a divi-| 
sion of Olin Mathieson Chemical 
Corp., New York, at the sales man- 
agement level for special assign- 
ments. 


SAN DIEGO :: BIGGER 


IN GENERAL MERCHANDISE 
STORE SALES 


COPLEY newspapers 


15 “Hometown” Newspapers covering 

San Diego, California — Northern Illinois — Springfield, Illinois 
and Greater Los Angeles... 

Served by the COPLEY Washington Bureau and the COPLEY News Service 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


than 


LOUISVILLE, KENTUCKY .. . . . $103,412,000 


AKRON, OHIO ..... =. « + 101,927,000 
ROCHESTER, NEW YORK ... . . 99,522,000 
OKLAHOMA CITY,-OKLAHOMA . . 94,149,000 
SALT LAKE CITY, UTAH ... . . 69,396,000 
SAN DIEGO, CALIFORNIA . $104,222,600 


San Diego is a billion dollar market — isolated by 125 miles 
from any other metropolitan market. To sell this young giant 
of a market — use the proven and wanted “saturation” circulation 
of the San Diego Union and Evening Tribune. 
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i/chandising manager 


=f | Gingerich Named A.M. 


J. W. Gingerich, formerly mer- 
of York- 


|Shipley Inc., has been appointed 


advertising manager of York Tape 
Printers, York, Pa., manufacturer 
jof printed pressure-sensitive 


are located within WHBF's 
31-county (25,000 sq. mile) 
coverage crea. 14 of these 
counties are among the top 
200 in the nation in Gross 
Cash Farm Income. (Sales 
Management 1956). 


Represented By 
AVERY-KMODEL 


% 


Wyman Gets Mechanical 
Scarecrow, Defense Items 

Wyman Advertising, San Fran- 
cisco, has been appointed to devel- 
op advertising and promotion for 
Zon, an automatic mechanical 
scarecrow, which is being imported 
and distributed by B. M. Lawrence 
Co., San Francisco. National and 
regional farm publications will 
used. 

Wyman also has been named to 
handle advertising for a new line 
of civil defense items to be mer- 
chandised nationally by Sargent- 
Rayment Co., Oakland, maker of 
electronic and nuclear devices. 
James Logan Associates will con- 
tinue to handle Sargent-Rayment’s 
hi-fi line. 


Cowles Boosts Executives 

With the addition to Cowles 
Broadcasting Co. of WHTN (am 
and fm) and WHTN-TV, Hunting- 
jton, W. Va., several executive 
|changes have been made. Robert 
|R. Tincher, vp and general man- 
lager of WNAX, Yankton, S. D., and 


KVTV, Sioux City, assumes gen- 
eral management of the Hunting- 
ton stations; he will retain super- 
vision of the midwestern stations. 
‘advertising of WNAX and KVTV, 
| becomes general manager of both 
| stations. Norman Bacon, formerly 
| program director of KVTV, goes to 
| Huntington as program director of 
/WHTN-TV, and Wayne Boyd, who 
|has been chief accountant of 
WNAX and KVTV, moves up to 
business manager of the Hunting- 
ton stations. 


Adclub Holds Ad Classes 

The Cleveland Advertising Club 
is sponsoring for the 38th year a 
‘course in Advertising and Mer- 
'chandising Fundamentals. This 
year’s classes will start at 6:30 
p.m., Sept. 19. 


_Transogram Appoints Arnold 
| Jack Arnold, formerly advertis- 
| ing manager of Saxon Paper Corp., 
|has joined Transogram Co., New 
| York, maker of toys and games, as 


|advertising manager. 


WOOD.mn.-TV (BIG) Lilley! 


Pills by the billion pop down the mouth of this vital market. Proof: last 
year it coughed up $309-million for pharmaceutical and drug sales. But are 
you getting your share? Here's the country’s 20th television market. West- 
ern Michigan is YOURS . . . when you buy WOOD-TV, Grand Rapids’ 
only television station. Ask us to tell you more. 


WOOD-T 


GRANDWOOD BROADCASTING COMPANY * 
AND TV. INDIANAPOLIS; WFOF, FLINT; WTCN-AM AND TV. MINNEAPOLIS © REPRESENTED 


NBC BASIC; ABC SUPPLEMENTARY °¢ 


WOOD anv CENTER 
GRAND RAPIDS, MICHIGAN 


ASSOCIATES: WFBM-AM 


BY KATZ AGENCY 


/Donald D. Sullivan, director of} 


RESTFUL—Even the colons in this 
French Line ad—predominantly a 
soft blue—contribute to the “re- 
lax” theme. The ad appeared in 
Sunday supplements Aug. 12. 


‘Gallic Charm’ Is 
Centennial Motif 
of French Line Ads 


New York, Aug. 21—The Com- 
pagnie General Transatlantique, 
familiarly known to Americans as 
the French Line, is celebrating its 
100th year with booming business, 
and it is crediting its advertising 
for much of that success. 

Of course, part of the boom is 
due to the line’s three major At- 
lantic passenger vessels, the Li- 
berte, Ile de France and Flandre. 

But, the French Line and its 
agency, N. W. Ayer & Son, put as 
much planning and preparation 
into the line’s advertising as into 
a good French souffle. The line, 
recognizes that air transportation 
offers keen competition. This com- 
petition is met by stressing the re- 
laxation and refreshment of an 
ocean voyage. 

The line’s Gallic charm, cuisine 
and catering get some of the spot- 
light in French Line advertising in 
order to help it compete with other 
surface carriers. 

Headlines of ads published in 
the past year have used such ap- 
peals as “Refresh your zest for 
living on France-Afloat,” “Relax 
en route on gracious France- 
Afloat” and “Greet Europe relaxed 
and refreshed by France-Afloat.” 


® To instill the true Gallic flavor 
into French Line ads, illustrations 
have come from the brushes of 
such French poster artists as Ville- 
mot and Jean Pages and from the 
painting of Georgi. 

Ratings indicate that readership 
for French line ads goes up when 
a ship has an important part in 
the illustration, and ads in the 
series have been illustrated ac- 
cordingly. One painting by Georgi, 
in fact, is entirely devoted to a big 
picture of an irridescent ocean, 
across which a French Line ship is 
Sailing. 

Ads have been running in four 
colors in Harper’s Magazine, Hol- 
iday, National Geographic, The 
New Yorker, This Week Magazine, 
Time, Town & Country and the 
Sunday magazine section of the 
New York Times. 


Joe Cates Joins NBC-TV 

Joe Cates has resigned as pro- 
ducer-director of the “$64,000 
Question” and the “$64,000 Chal- 
lenge,” to create new shows for 
National Broadcasting Co., New 
York. His agreement with the net- 
work covers his exclusive produc- 
tion, direction and writing serv- 
ices. 


Chain Store Directory Out 


All variety chain store compa- 
nies in the U. S. and Canada— 
1,905 companies doing $3 billion 
worth of business in 13,251 stores 
—are listed in the 1956 “Directory 
of 5¢-$1 Variety Store Chains,” 
just published by Business Guides 
Inc., 2 Park Ave., New York. The 
price is $25. 
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SID KIRKPATRICK started his 36th 
year with McGraw-Hill chemical publi- 
cations in June, 1956. Usually, you'll 
find him in a chemical plant or front 
office, rarely in a relaxed moment like this, 


Editor in the Air... 


. .. With both feet on the ground 


Keeping up with Sid Kirkpatrick would have 
anyone on the fly. For Sid—‘if anyone calls me 
Sidney, it’s my cue to duck” —is a long-time mem- 
ber of the “have tux will travel’ school. He’s a 
familiar and respected figure in chemical plants 
and their front offices. 

As Editorial Director Sid maintains a constant 
bird’s-eye view of the editorial direction of two of 
McGraw-Hill’s most dynamic magazines and of the 
giant chemical process industries they serve. He 
works closely with the editor of Chemical Week, who 
interprets important business news for management 
men—and with the editor of Chemical Engineering, 
who reverses the field to bring engineering and 
economics to technical men. In between, Sid, who is 
also a Vice President of the McGraw-Hill Book 
Company, has sandwiched almost 30 years’ service 


as Consulting Editor for its Chemical Engineering 
Series of texts and reference books. Of them he says: 
“We built a profession by building a permanent 
foundation of literature beneath it.” 

Sid has piled up an impressive list of other 
achievements, too. Service behind German lines be- 
fore V-E Day as a member of the Technical Indus- 
trial Intelligence Corps . . . with the National 
Commission on the Disarmament of Japan . . . with 
the AEC as Chief of the Advisory Commission on 
Industrial Information. No stranger to government 
service, Sid was associated with the American Com- 
mission to Negotiate Peace after World War I, 
helped draft the technical portions of the Versailles 
Treaty dealing with coal tar chemicals and dyes. 

In 1952, the American Institute of Chemists 
summed up Sid’s many activities when he was made 
Honorary Member. The citation read: “Sidney D. 
Kirkpatrick, outstanding editor, who by taking 
strong stands where needed for the good of the pro- 


fession, promoting the Chemical Engineering 
Achievement Award, taking active leadership in 
professional societies, and encouraging younger men 
by speaking and guiding junior groups and individ- 
uals, has contributed to the profession . . . of chemi- 
cal engineering far beyond the normal call of duty.” 

Experience like his is typical of many McGraw- 
Hill editors. Their detailed knowledge makes them 
specialists with feet-on-the-ground awareness— both 
literally and figuratively. They live with the prob- 
jems of the men in the fields they serve and provide 
them with accurate reporting and helpful business 
information. 

That is why their “product” can’t help but be 
good. Consistent editorial quality is the reason more 
than a million men pay to read McGraw-Hil! maga- 
zines. And it’s the reason why McGraw-Hill mag- 
azines provide an alert, interested and responsive 
audience for advertisers’ sales messages to business 
and industry. 


McGraw-Hill 


PUBLISHING COMPANY > 


@ 330 WEST 42nd STREET, NEW YORK 36,N.Y. (p> 


Over a million men in business and industry pay to read McGraw-Hill business publications 


INCORPORATED 
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Santa and Stud... 


Geyer Agency 
Celebrates Yule 
in Midsummer 


GREENWICH, Conn., Aug. 21—For 
30 years Geyer Advertising, true 
to U.S. business traditions, held an 


of two talented agency staffers 
who kept their 35mm _ cameras 
busy—Joseph J. Tunkel, of the 
agency’s traffic-production depart- 
ment, and David Schraffenberger, 


who works on the Boyle-Midway | § 


account. 

Actually the Christmas spirit can 
be seen spreading in the summer 
observance (except that Santa’s 
hand seldom is noticeable in a 
poker game), for when the Yule 
season rolls around the employes 
will again get a day off; thus the 
agency’s Christmas extends across 
two days (albeit widely separated) 
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annual Christmas party. 

Last year it dropped the party, 
and instead substituted a day off 
for employes to shop or rest. 

This year it revived the Christ- 
mas party—only it was held the 
first week in August, at the Tama- 
rack Club, in Greenwich. About 
200 agency staffers turned out, 
despite a day of rain. 

The accompanying pictures of 
the off-season affair are the work 


instead of only one. 

The Christmas party coincided 
with the time the company usually 
holds its outing. Agency President 
Sam Ballard likes it; he says 


company Christmas parties come : 
at a harried time, and that “it’s| REIGNDEAR—This is Geyer Adver- 


gotten to be an official duty to go/|tising’s Miss Reigndear of 1956. 
to the damn things, in contrast to| From 9 to 5 she’s a secretary and 
outings, where it’s fun.” her name is Joan Hessler. 


egg Gillies Robertson 
FOR KIDS—The beneficiary of the Christmas party was the Leake & 
Watts Children’s Home. Here Sam M. Ballard, Geyer president, 
drops in a donation to the home’s toy fund. “Santa Claus” is Ruby 
Peyg, checking department. Dorothy Gillies, secretary to B. B. 
Geyer, and Ralph C. Robertson, vp and marketing director, look on. 


R. L. CANTOR 
Director of Sales Training 
RONSON CORPORATION 
Newark 
Charter member Sales Promotion 

Executives Association; Member Board 
of Directors National Visual 

Presentation Association; Member 
Board of Directors American Society 

of Training Directors 


Getting AA at home 
2p solved his problem 


ple would discuss and refer to an item 
in AA before I had received the issue. 


GiRLS—It’s axiomatic that agency secretaries are pretty. Here are 
four Geyer girls to prove the truth of the axiom: Joan Hessler, 
Anne Mathews, Audrey Scholl and Toby Kover. The girls are posed 
precariously on a card table top at the Christmas party festivities. 


Do you have to wait—for several days 
perhaps—before the office copy of 


Advertising Age finally reaches your 
desk? Then listen to Mr. Cantor: 


“I have been reading Advertising Age 
for many years and have had to wait 
until the copies we received at Ronson 
were routed from office to office. AA 
has contained vital, up-to-date informa- 
_tion that has been very useful to me, 
and I regret that I didn’t have a copy 
available upon receipt at our Home 
Office and that I had to wait until it 
reached my desk. Too frequently peo- 


“I solved the problem—I now have the 
happy experience of receiving my own 
copy at home where I have a chance of 
cutting out sections that I think are 
pertinent and bringing them to the at- 
tention immediately of those folks who 
need the material most. I have always 
found AA packed-full of good ideas, 
editorials, and current marketing news 
which would be hard to get elsewhere.” 


Need we say more? The coupon below 
awaits your John Hancock. 


FREE 
Mail today for 


a year’s sub- 
scription (52 is- 
sues) to Ad Age. 


Title__ 


The cost is only 
$3—and you get 


My Name 


Ee 


ADVERTISING AGE, Dept. 827, 200 East Illinois Street, Chicago 11, Ili. 


Please enter my l-year (52 issues) subscription to Advertising 
Age at the regular $3 rate and send me FREE a copy of POINT 
OF SALE REPORT BY LEADING ADVERTISERS. 


FREE a copy of 
“Point of Sale Re- 
port By Leading Na- 


tional Advertisers.” 


C) BI Company 


for national advertising 
demands the consideration 

of the finest 

photoengraving craftsmanship 


LETTERPRESS 
GRAVURE 


COLLINS, 
MILLER & 
HUTCHINGS, INC. 


333 WEST LAKE STREET 
CHICAGO 6, ILLINOIS 
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Kunz Keegan Hall 
THERE’S ALWAYS POKER—The dealer is B. B. 
Geyer; the kibitzer is Sam Ballard, president. The 
earnest players are George C. Keegan, art director; 
John R. Kunz, treasurer; Whiting Hall, vp in the 


Geyer 
(Pat) 


Ballard Wilson Giannone Grenthner 
copy department; Arthur Giannone, production de- 
partment; Philip E. Genthner, account executive, 
and Robert P. Wilson, who at 28 is Geyer’s young- 
est vp. 


Ward to Fuller & Smith & Ross| Clayton Bond Appointed 

Dick Ward, formerly with, Ray- 
mond Spector Co., has joined the | 20th Century-Fox, has been named 
New York office of Fuller & Smith | vp in charge of sales for Animatic 
& Ross as a tv producer. 


Clayton E. Bond, formerly with 


Productions, New York. 
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* 
New Home of the 
Roleigh News and 
Observer— 
Raleigh Times 

* 


All Dressed Up and Going Places... 


Our new home not only indicates a healthy increase 
in circulation and advertising volume. It reflects the 
vigorous growth, both industrially and agricultur- 
ally, of the big region these newspapers serve. Your 
sales can “‘go places", too, in this 33 county market 
with the area's ONLY Morning-Evening-Sunday 
Papers. 


Your No. 1 Salesmakers in the 

“Golden Belt of the South" 
News and 

The Morning & Evening—1 43,433 


Evening & Sunday—153,804 
(ABC Pub. Stetement 3/31/56) 


News and Ob , 
— MORNING & ee 2 : 


THE RALEL 


Represented by 
The Branham Company 


DANCING WITH THE BOSS—Charlotte 

Long, secretary, dances with her 

boss, Frank A. Kearney, agency 

vp, director and account super- 
visor. 


Max Factor Buys 
Lee Ltd: Sets Up 
Pharmaceutical Unit 


Ho.itywoop, CAu., Aug. 2iI—Max 
Factor & Co. has purchased all 
outstanding shares of Lee Ltd., 
Beverly Hills, owner of the trade- 
marks “Sof-Set,” “Sof-Set No- 
Lac” and “Dri-Mist.” 

In the future, these products 
will be manufactured, merchan- 
dised and distributed by the new 
pharmaceutical and specialty divi- 
sion of the Factor company. Pre- 
viously, Lee Ltd. and a Factor sub- 
sidiary had been in partnership 
for the distribution of Sof-Set and 
Dri-Mist. 

Max Factor Jr., company presi- 
dent, announced that the new divi- 
sion will function separate from 
the company’s cosmetics line. It 
will continue to handle Sebb, a 
preparation for the control of 
dandruff. 


® Alfred Firestein, a Factor direc- 
tor, will head the new division. 
Others named to new posts include 
Bruce Culbertson, merchandise 
manager; Sidney Wallis, sales 
manager; Robert Bard, advertising 
manager, and Jerry Cohen, sales 
promotion coordinator. 

Anderson-McConnell Advertis- 
ing, Hollywood, the Lee agency, 
has been appointed to handle the 
division’s advertising for all Sof- 
Set products. Doyle Dane Bern- 
bach Inc. will continue to handle 
the Sebb line. 


. every 
weekday 
afternoon 
the Cincinnati 


TIMES-STAR 


reaches more families 
who... 


hie 


f. 


7 er ‘Ca cot ie oe 4 ie te ne 5 £ 

Pe ee —_— aaa 

a: ae ae Se - a ae 7. a 

oe ee ee S :. ae go ae ie. oa 
ae - - a | . =e. eae ae 2a i 1 r ‘s 
ae i ee :, + ae 4 a - 4 - ra 2 ee Oe a an ! Ee ; 
gl | a i _ a —- ee — we pe : 
ee. ale “1 . a — a wh oe Pa _ ©: i" 

- . = Tinie ' \ pf = i) a ame. a we ~~ are aa oy if ee - » i f , 

7 a a — 2 ee a Ni RE I. od 
ee PL: ia EE... . =e. ae 4 x 
ei . lc ee =e —  (— 

"7 , a’ y NG Bae) Ey Fs bs x ¥ ‘ 
ae , —— Re" se 
ey 2 
.. Fi . i ~~ ee 7 tae ds ees -* 2 = 
: _— ~ cf es 
—— = a 
he ” i * eS “Wh Me a 
- ty a < , 4 J 4 - S 
ei ae ©, , 
Be : 2 
oe », 7 5 
—_ oHAILIAE : 
oe . CBHI | iy 
@ ie Find Money TAA Ae : | 
y a in Your A\ YI | | | : 
‘ Foe 
a & I Newspaper — HEN ; 
Eve ;, yg ; 
\ everwiive pee e tur ‘a 
i ‘he W co fo 
y 4 r . e e , — " 
| " hings j ( =) xy ae 
} t ), 1an j ~ 5 
FEET OS IE, | iy \\ Wi how {| | as &§ 
Ae Viars e thiltee th \ : : 
‘NP rehasey When there ) 1 
il I : vant Adf # . 
‘ ck ~ 4 H 442— = 
): MT i\ he T . | ae 
. oe | ing 
| ( | Wh «a few dollars, 100. bm | 
| \ \ xose inexpensive lit oe Pt ‘ 
Na Ads sell anything}}|\ S 
Mm. golf clubs, moto 4) 4 i 
ng, homes, : i 
( nels, a q : 
uy °s i 
a ||) hen . e som y i G&G ns 
,, : SG. . 
ft | mg you no jonget use OF! |/)) Co : 
"|! 4_-turn it into CASH b* (| S) : . 
) ' ig the newspaper, wi''N | sie . 
\ Y\ Be “ACTION READERS —\ | G s ‘ * 
\\ | ME. TIMES-STAR It's easy | 4 : 
‘\G do—simnly_ 2 CH AW) Xx 3 
NAN My AVES , 
AN | nen | i 
D1 i\\ YATE TRY CU) ~ | 
IW\\N | Nf a: 
) WI . 
i ai 
Bini 1 i i , 2 ie 
| | | | | | : 
| 
lh IN| \ i ra 
A _ ‘ 
i \ | «wo 
+ Pe 
og re a a he oe j ri 
“(RS re E AG emer aaa ist iia ai ete ae aes: é ' . ae 


FOURTH TIME AROUND—That’s James M. Mathes, chairman of the 

agency, handing out government bonds and checks in J. M. Mathes 

Inc.’s fourth annual payment from its profit-sharing trust. About 

70% of net income in last 13 years has gone to employe benefits. 
Patricia F. Reilly happily accepts her share. 


UP-DATED — Ducky 

| Dolan is the new 
model for the 

| Tom Sawyer line 
of boys’ clothing 
made by Elder 
Mfg. Co., St. 
Louis. The mod- 
ern Tom will not 
~ supplant the 
original fence- 
painting version 
used since 1918— 
both appear in 
the back-to- 
school campaign 
running in Par- 
ents’ Magazine 
and Good House- 
keeping. Gardner 
Advertising Co. is 

the agency. 


WATCH OUT FOR INJUNS—The Milwaukee Braves have erected these 
warning posters on approaches to Milwaukee and adjacent cities. 
Cream City Outdoor Advertising Co. executed the safety campaign. 


VisiTORS—Seven foreign guests of the National Cotton Council visited 
the council’s Memphis agency, Greenhaw & Rush, last week. The 
group is here to study cotton sales promotion and market research 
methods. Pictured here are Shunichi Nakajima, Akishige Shimizu 


HSB 
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BE NEAT—The American Institute of Men’s & Boys’ Wear kicks off 

its “Dress Right—you can’t afford not to!” campaign with the above 

four-color spread in the Sept. 10 issue of Life. The same ad will 

appear in Look and The Saturday Evening Post in October. The 

10-month, $1,100,000 campaign running through July, will use a se- 

ries of eight ads. Batten, Barton, Durstine & Osborn is the agency. 
(Story on Page 63.) 
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FAMILY CHORUS—Lavoris Co., Min- 
neapolis, will use this ad in a drive 
to break in September in Life, Mc- 
Call’s and The Saturday Evening 
Post. The series will show family 
members using Lavoris mouth 
wash and gargle—and copy will 
stress taste and medicinal benefits. 
Savage-Lewis is the agency. 


Weinschenk 


Volpe McNolly Conner Ruel Baker Wallace 


LUSCIOUS LASSIES—The six nominees for the Miss schenk, vp; Jim Loomis, sales manager; James 
Rheingold of 1957 title are presented to the Los An- Fleming, regional sales manager, and Ralph Volpe, 
geles Press Photographers at a dinner and enter- assistant general sales manager. The girls are Mar- 
tainment held in the Rheingold Inn. With the girls gie McNally, Beverly Christensen, Tami Conner, 
are Liebmann Breweries executives Paul Wein- Suzy Ruel, Diane Baker and Kathleen Wallace. 


and H. Yamada, of Japan; Abdel Hamid Hassan, Egypt; Guillermo 
Toro, Colombia; Philippe Bertin-Mourot, France; Jack Coup of the 
council’s Paris office, and Holton Rush, president of Greenhaw & 
Rush, who is showing the group some council advertising. 


POCKET-SIZE—Betty Furness, West- 
inghouse Electric Corp.’s best 
known saleswoman, displays a 
transistor radio introduced in the 
course of the company’s political 
convention coverage. McCann- 
Erickson, New York, is handling 
the trade and consumer campaign. 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens 


4.250.000 COPIES EACH MONTH 


BH&G readers depend on “‘the book”’ for ideas. They use during the year... 
it to help them plan their spending for all-round family 


living. And they can afford to spend. 3 out of every 4 
BH&G average-issue readers are in the top 3 socio- e 
economic groups. 15,500,000 people read an average issue O erica 
of Better Homes and Gardens. One third of the 123,800,- 3 : 
000 people in the U. S. 10 years of age or older read one 


or more of every twelve issues. That's 44,150,000 BH&G reads Better Homes & Gardens! §&% 
readers—and over 40% of them are men. Meredith Pub- ; — 
lishing Company, Des Moines 3, Iowa. *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Consotipatep 


WORKS CONFIDENTIALLY for 
individuals, groups, firms who 
need facts published in the daily 
press. We “spot” them in 
practically all daily and over 
6000 weekly English language 
newspapers-—an invalucble 
service that costs little. 


CONSOLIDATED. « « s 
Posse 
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MacManus, John Expands; 
Adds Formtit Ltd. of Canada 
To accommodate account acqui- 
sitions in the last nine months 
MacManus, John & Adams, Bloom- 
field Hills, Mich., has completed a 
new wing in its home office, ac- 
quired the 19th floor in its New 
York offices at 444 Madison Ave. 
and expanded its Toronto facilities. 
The agency has added 19 accounts 
since December, about eight of 
them from the closing of David J. 
Mahoney Inc. in New York. 
Among the recent accounts to 
appoint the agency is Formfit Ltd. 
of Canada. J. Roland Kay Inc., 
formerly serviced the account. 


Archer-Daniels-Midland 
Names Devoy. Lee to Ad Posts 

Archer-Daniels-Midland, Min- 
neapolis, producer of oils, meals, 
feeds, flour and chemicals, has ap- 
pointed Edward H. Devoy and 
Harold H. Lee to its advertising 
department. Both are assigned to 
the company’s formula feed and 
feed ingredient advertising. 

Mr. Devoy formerly was a part- 
ner in Dwyer & Devoy Advertising 
Agency and an account executive 
and merchandising manager of 
Knox Reeves Advertising. Mr. Lee 
previously was assistant adver- 
tising manager of J. R. Watkins 
Co., Winona, Minn. 


Fair Trade Wins on 3 Fronts; Girds 
for Bigger Battle by Building Budget 


New York, Aug. 21—On the/| governing such proceedings, par- 
fair trade front last week, three ticularly in view of testimony 


different but related things hap- 
pened: 

1, An embattled retailer lost a 
local court fight, but appealed the 
verdict, promising its customers 
that the fight against “this tricky 
bit of legislation” would go on. 

2. Two state courts in the Rocky 
Mountain area upheld the consti- 
tutionality of their state fair trade 
laws, one in direct opposition to 
a recent ruling of another court in 
the state. 

3. The Bureau of Education on 
Fair Trade, a group heavy with 
strength in the drug field, pre- 
pared to “face the realities of the 
situation” and boost its budget. 


® In Allentown, Pa., Hess Bros. 
department store announced last 
week it would appeal the decision 
of the Lehigh County court hold- 
ing the retailer in contempt of a 
court order to desist from selling 
Casco steam irons below the $15.98 
price and imposing a penalty of 
$500. 

Hess Bros.’ appeal will hold that 
the opinion is contrary to statutes 


You belong in TRUE for December... 


EXTRA CIRCULATION! 


. Well over the 2-million-plus 
of current issues! 


EXTRA 


MERCHANDISING POWER! 
Hundreds of top stores tie in 

with the biggest Xmas promotion 

in TRUE’s history! 

Make space reservations now! 


than 2,000,000 men 

who do their own buy- 

ing in TRUE...the man’s 
magazine that outsells LIFE 
and LOOK and COLLIER’S at 


the newsstand! 


— 


67 W. 44th St. —Call MU 2-3606 and ask for John Miller, Advertising Manager 


‘which the store was unable to 
introduce. 

The retailer has never denied it 
sold the iron below the fair trade 
price, but it contends Casco has 
made no effort to enforce the price 
on any other retailer in the area. 
Hess attorneys were prepared to 
introduce evidence and exhibits to 
support this contention, but the 
court did not admit the testimony, 
the store says. 

In an advertisement, Hess an- 
grily ripped the Pennsylvania fair 
trade law, asserting that a bigger 
penalty than the store was as- 
sessed is being paid by the public 
because, “once again, a too-high 
price is upheld by law. . . 

“This is the actual proof that 
a retailer . . . and more important- 
ly the public at large . . . can be 
penalized by a piece of legal ma- 
chinery that was sponsored by 
large manufacturers. 

“It took a great deal of manu- 
facturers’ money to have this de- 
vice made into a law. . . It has 
taken a great deal of expensive 
lobbying to keep it there...even 
after it has been labeled as ‘price 
fixing,’ ‘unconstitutional,’ ‘unscru- 
pulous’ and ‘discriminatory.’” 


s Meantime, in New Mexico, the 
state fair trade law was upheld by 
Judge Robert W. Reidy, of the 
district court at Albuquerque, in 
the case of Skaggs Drug Center vs. 
General Electric Co. and Miles La- 
boratories. Skaggs will appeal. 


® In Colorado, Judge Donald W. 
Carpenter, of the district court of 
Weld County, at Greeley, ruled in 
favor of Parker Pen in a suit 
brought by the pen company ver- 
sus Marvin Zale, who operates 
jewelry stores in the area. 

The ruling was in direct opposi- 
tion to a ruling by Judge Robert 
H. McWilliams Jr. in Denver on 
Feb. 19, 1955. This decision found 
for the defendant in Olin Mathie- 
son Chemical Corp. vs. Francis—a 
case now on appeal to the Color- 
ado supreme court. 


® The Bureau of Education on 
Fair Trade, through the annual 
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meeting of its steering committee, 
will be continued in operation for 
its eighth year, and the bureau’s 
staff was given a green light to 
develop a broad program “designed 
to meet the realities of the situa- 
tion.” This assignment probably 
will cost more than the present bu- 
reau budget of $120,000 annually. 

The new budget will go to the 
steering committee later in the 
year. Dr. John W. Dargavel, ex- 
ecutive secretary of the National 
Assn. of Retail Druggists, is chair- 
man of the bureau. 

Steering committee membership 
was changed as follows: George 
S. McMillan, vp of Bristol-Myers 
Co., was elected to the committee, 
replacing Henry Bristol, chairman 
of Bristol-Myers, who resigned 
after serving since the bureau's 
founding in 1949. 

The steering committee voted to 
change the bureau’s fiscal year to 
coincide with the calendar year, 
instead of ending June 30, as it 
now does. 


s Members of the steering com- 
mittee are: Walter R. Beardsley, 
president of Miles Laboratories; 
John T. Bill, president of Sharp 
& Dohme; Philip Cortney, presi- 
dent of Coty Inc.; Dr. Dargavel; 
Edward C. Gerbic, vp of Johnson 
& Johnson; W. Rutherford James, 
president of Town & James; Har- 
ry A. Kimbriel, executive secre- 
tary of National Wholesale Drug- 
gists’ Assn.; Mr. McMillan; Ray C. 
Schlotterer, secretary of Federal 
Wholesale Druggists’ Assn.; George 
Van Gorder, chairman, McKesson 
& Robbins, and Carl H. Willing- 
ham, secretary, National Assn. of 
Chain Drug Stores. 

The bureau was in the center of 
the fight in 1951, when the Su- 
preme Court invalidated the non- 
signer clause, and in 1952, when 
the Maguire Act was passed. In 
the latter year it sponsored some 
advertising in Washington newspa- 
pers in cooperation with trade as- 
sociations. 


Minnigerode to Int'l] Shoe 

Gene W. Minnigerode has been 
named advertising manager of the 
merchants service division of In- 
ternational Shoe Co., St. Louis. He 
formerly was art director and pro- 
duction manager of Roman Adver- 
tising Agency and assistant adver- 
tising director of Magic Chef Inc. 
The merchants service provides re- 
tailers with advice on all phases of 
retail shoe operations. 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


More than one and a quarter billion dollars are spent each year in 
Greater Philadelphia for automobiles and accessories. The way to 
get your share of this huge market is to tell your story to the entire 
family in Philadelphia’s home newspaper—The Evening* and Sun- 
day** Bulletin. 


The Bulletin packs selling power throughout a market noted for 
its buying power. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin is 
Philadelphia’s home newspaper. 


* Largest evening newspaper in America. **R.O.P. editorial and advertising color. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 
Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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ten Bosch 


STRATEGISTS—Reviewing plans for Dole Hawaiian Pineapple Co.’s 

biggest advertising, marketing and merchandising program in 

company history are Hal M. Chase, director of marketing; Hal 

Griswold, advertising manager, and Jack ten Bosch, merchandising 
manager. 


Hawaii Pineapple 
Pack Is Big: Dole 
Sets ‘Biggest’ Push 


San Jose, Car., Aug. 21—A 
pineapple-and-ice-cream theme 
leads off the new pack-year pro- 
motion for Dole Hawaiian Pine- 
apple Co., which is planning the 
biggest advertising, merchandising 
and marketing program in its his- 
tory. 

The goal, according to Hal M. 
Chase, director of marketing, “is to 
boost sales substantially over last 
year’s record of $71,808,000 by in- 
creasing pineapple consumption. 
In Hawaii we are in the midst of 
the biggest pineapple packing sea- 
son in our history. This means 
pineapple will be plentiful. We in- 
tend to market it aggressively to 
the trade and consuming public.” 

Major emphasis in the ad pro- 
gram will be on printed media. 
Color ads will appear throughout 
the year in magazines and Sunday 


RIPE, JUICY—Dole’s annual fall Ha- 

waiian Harvest promotion stresses 

the announcement, “New crop! 

Fresh packed!” This newspaper ad 

is scheduled for 107 newspapers in 
97 cities. 


supplements. An r.o.p. newspaper 
campaign will use color pages and 
1,000-line, two-color ads in 107 
newspapers in 97 cities. 


® Dole has selected a number of 
areas from coast to coast as “op- 
portunity markets” for a more 
concentrated program. In _ these 
areas, promotions will be sup- 
ported by additional newspaper 
ads, plus radio and tv spots. 

Five national merchandising 
promotions are scheduled at pres- 
ent, and more are in the planning 
stage for the latter part of the 
pack year. The pineapple and ice 
cream drive, this month, begins 
the promotion. Frozen pineapple 
products will be featured in Sep- 
tember. The fifth national Hawai- 
ian Harvest promotion is sched- 
uled for the fail. Fruit cocktail 


Sipattern will 


will get a top billing, and a pine- 
apple-cottage cheese promotion is 
scheduled. 

Publications on the schedule are 
American Weekly, Everywoman’s 
Magazine, Family Circle, Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, McCall’s, Parade, The 
Saturday Evening Post, Western 
Family and Woman’s Day. A busi- 
ness paper promotion is scheduled 
for 17 national and regional food 
journals. 

N. W. Ayer & Son, San Francis- 
co, is the Dole agency. 


Eastside Beer Bows 
in Midwest, Eyes 
Fall Push into East ‘ 


Cuicaco, Aug. 21—Eastside Old 
Tap Lager, whose maker, Pabst 
Brewing Co., began yesterday to 
launch the 50-year-old West Coast 
brew in medium-size midwestern 
markets, plans to introduce the 
beer in the East some time this fall. 

Plans for promotion of the east- 
ward push are being evolved out 


fe of Eastside’s experience in its Mid- 


west debut. The Midwest introduc- 
tion yesterday took place in Peoria, 


s|Ill., where the beer is brewed for 


Midwest distribution. Its debut 
was heralded by newspaper ads, 


5 | radio and tv spots, outdoor ads and 


a parade in downtown Peoria that 
featured a “beer”-filled swimming 


=| pool, complete with a diver, built 
=|onto a LeTourneau truck. 


The same basic introductory 
be followed this 
month in launching the beer in 


#|six other markets in the Midwest: 


Freeport, Galesburg, Dixon and 
Rockford, Ill., and Marshalltown 


f\}and Des Moines, Ia. “Tap, tap, tap 


for real tap flavor,” a slogan Pabst 
has used to promote Eastside on 
the West Coast, again is being used 
for the Midwest operation. 

Pabst acquired Eastside in 1948, 
when it bought out the Los An- 
geles Brewing Co. Pabst continued 
to make and sell the beer un- 
changed until last year, when 
California laws were changed to 
permit sale of full-strength draft 
beer. Eastside became a_ full- 
strength draft beer and was then 
packaged and marketed as “the 
beer with the real tap flavor.” 

Leo Burnett Co., Chicago, han- 
dles the Pabst account. 


W. S. Grant Adds Three 

W. S. Grant Co. has been named 
to represent KORD, Pasco, Wash., 
KLER, Lewiston, Ida., and KAIR, 


| Tucson, Ariz. KAIR expects to go 


on the air between Aug. 25 and 
Sept. 1. 


Stewart Joins Gore-Serwer 

William B. Stewart, formerly an 
art director at Sterling Advertis- 
ing, has joined Gore-Serwer_ Inc. 
as art director. 


Burger Opens Product Agency 

Henry G. Burger has opened a 
product promotion agency at 100 E. 
18th St., Brooklyn. The company | 
will offer “complete, all-media 
programs on any product for a 
manufacturer or advertising agen- 
cy, pre-priced from $1,000 to 
$10,000” rather than on a media) 
commission system. Mr. Burger | 
recently completed a merchandis- 
ing program for B. Heller & Co.,| 
Chicago manufacturing chemist, | 
and he previously promoted or 
sold products for 52 companies. To 
acquaint prospects with his “new 
look in promotion,” Mr. Burger is 
offering complete analysis and 
creative suggestions on any one 
product, without charge. 


Petry Appoints Four to Staff 
Edward Petry & Co., radio-tv 
station representative, has ap-| 


| Hodgson, has been named presi-+ 


Hodgson Is Head 
of Aubrey, Finlay, 
as Finlay Retires 


Cuicaco, Aug. 21—Ear] Hodgson, 
a vp of Aubrey, Finlay, Marley & | 


dent of the agency, succeeding 
John J. Finlay, who is retiring 
Aug. 31. 

James T. Aubrey will continue 
as chairman of the board, and 
Robert C. Marley remains vp and 
secretary. 

Mr. Hodgson joined the prede- 


Advertising Age, August 27, 1956 


1925, becoming a vp in 1931 and 
president of Aubrey, Finlay, Mar- 
ley & Hodgson on its incorporation 
in 1952. 

He had begun his agency career 
in 1915. In 1916, as president of the 
Junior Advertising Assn. of Chi- 
cago, he wrote a book on the edu- 
cation and training of young ad- 
men. After service in World War I, 
he joined the copy staff of Erwin, 
Wasey & Co. Later he moved to 
Charles Daniel Frey Inc. and then 
joined the new Aubrey & Moore. 


Babcox Names Munford Co. 
Babcox Publications Inc., Akron, 

O., has appointed James E. Mun- 

ford Co., Pasadena, Cal., West 


|Coast advertising representative 


| lications: 


for its four monthly business pub- 
Tire & TBA Review, 


| Brake & Front End Service, Auto- 
|motive Chain Store and Market 


pointed Ben H. Holmes, A. Gifford | ‘ 


Eager Jr. and Douglas Carruth to) 
its sales staff. Mr. Holmes, former- | 
ly with KTVX-TV, Tulsa, and Mr. 
Eager, previously with George P. 
Hollingbery Co., will work in New 
York. Mr. Carruth, formerly with 
KVOA-TV, Tucson, and KOOL- 
TV, Phoenix, joins the San Fran- 
cisco staff. Petry also has ap- 
pointed Joan Pettingell, formerly 
with Arthur Meyerhoff & Co., to 


its tv promotion staff in New York. 


|Growers Journal. 


Mr. Munford 


| was senior salesman for the Chris- 


John J. Finlay 


Earl Hodgson 


cessor company, Aubrey, Moore & 
Wallace, in 1948. He previously 
was with Bert S. Gittens Advertis- 
ing, Katz Agency and Meredith 
Publishing Co. 

Mr. Finlay joined Aubrey & 


Moore as an account executive in 


| tian Science Monitor, handling Pa- 


cific Coast national accounts be- 
fore he formed his new company. 


Dr. Bernardete Named 

Dr. Doris Bernardete, formerly 
associate professor at Western 
State College of Colorado, has 
joined Endorsements Inc., New 
York, as director of research. 
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26 Food Chains Get Lion’s 
Share of Supermarket Sales 


Twenty-six leading food chains 
account for approximately 60% of 
all supermarket sales, calculates 
the “Supermarket News Food In- 
dustries Financial Manual” from a 
roundup of individual company 
reports. Sales of these 26 chains 
totaled more than $12 billion last 
year, or 33% of all sales in gro- 
cery and combination grocery- 
meat markets. 

The financial roundup of food 
chain reports indicated that be- 
tween 1954 and 1955, sales of these 
chains increased by 9.2%, and 
after-taxes profits increased from 
1.05¢ per dollar of sales in 1954 to 
1.07¢ in 1955 on the average. Ratios 
of net profit to sales ranged from a 
low of 0.7¢ per dollar up to 2.2¢. 
In addition to supermarket chains, 
the “Supermarket News Food In- 
dustries Financial Manual” gives 
available financial reports for 
wholesalers, food processors, meat 
packers, soap manufacturers and 
others. The manual, in its second 
annual edition, is published by 
Fairchild Publications, New York. 


Contestants Pick President 

in New Dial Soap Contest 
Armour & Co., Chicago, next 

month will break a $56,000 con- 

sumer contest for Dial soap that 


ties in with the national “get out 
the vote” campaign. Cash prizes 
will be awarded to winning en- 
trants who complete the sentence, 
“I’m for for president be- 
cause————” in 25 words or less. 
The entrant’s candidate does not 
have to be elected in order to qual- 
ify for a prize. First prize is $25,000 
and second prize is $10,000. Six 
weekly contests, running up to 
election night, Nov. 6, offer 206 
prizes each week, with $1,000 first 
prize. In addition, an $11,000 deal- 
er display contest will be held, and 
an extra per case allowance to 
dealers will be in effect from Sept. 
10 to Nov. 10. 

Armour will back the contest 
with color pages in The American 
Weekly, Family Weekly, Parade, 
This Week Magazine, the First 3 
Markets Group and ads in more 
than 50 Sunday newspapers, plus 
plugs on several tv shows spon- 
sored by Dial. Foote, Cone & Bel- 
ding handles Dial. 


Carter to Harper-Atlantic 

Paul S. Carter has joined the 
sales staff of Harper-Atlantic Sales 
Inc. Formerly sales promotion 
manager handling special projects 
at the Alco-Gravure division of 
Publication Corp., Hoboken, Mr. 
Carter will work from offices in 
New York. 


Personal Income 
in U.S. in ‘55 Hit 
$303 Billion Mark 


(Continued from Page 2) 
four states—Iowa, Kansas, Neb- 
raska and South Dakota—showed 
lower total incomes in ’55 than in 
54. 

The income gains by Nevada 
and Florida last year marked a 
continuation of the exceptionally 
swift pace of economic activity in 
these states in recent years. From 
50 to °55, total personal income 
expanded 82% in Nevada and 63% 
in Florida, as compared with 35% 
for the entire U.S. 

Per capita personal income last 
year amounted to $1,847, a gain of 
5% over the '54 average of $1,767. 
Average incomes ranged from $2,- 
513 in Delaware to $946 in Missis- 
sippi. Mississippi was the only 
state below the $1,000 mark. Per 
capita income recorded gains in 
all but six states—Arizona, Iowa, 
Kansas, Nebraska, South Dakota 
and Wyoming. 

In the adjoining columns is a 
state-by-state breakdown of per- 
sonal incomes for '55: 
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unduplicated coverage of the ENTIRE South 
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Personal Income, 1954-1955 


Source: Survey of Current Business 


Total income 
(000,000 omitted) 
1954 1955 


New Hampshire .... 
Rhode Island 
Vermont 


Middle East 


Delaware 
Dist. of Columbia .. 


Pennsylvania 
West Virginia 


14,116 


86,999 
20,988 
8,201 
4,213 
15,632 
5,394 
7,560 
18,442 
6,569 


13,841 
2,729 
895 
3,393 
1,160 
2,147 
882 
850 
1,238 
347 


38,279 
29,438 
572 
3,090 
5,179 


73 

Per Capita Per Cent of 

Per Cent Income Per Cent National 
Change (in dollars) Change, Average, 
1954 1955 1954-55 1955 

7 1,767 1,847 Bh 100 
6 1,957 2,087 7 113 
7 2,368 2,499 6 135 
W 1,447 1,593 10 86 
6 1,957 2,097 7 114 
7 1,620 1,732 7 94 
5 1,886 1,957 4 105 
6 1,433 1,535 7 83 
6 2,007 2,100 5 114 
10 2415 2,513 4 136 
6 2,204 2,324 5 126 
8 1,949. 1,991 3 108 
6 2,227 2,311 4 125 
6 2,159 2,263 § 123 
5 1,810 1,902 5 103 
6 1,215 1,288 6 70 
8 1,218 1,292 6 70 
13 1,054 1,181 12 64 
7 986 1,062 8 57 
W 1576 1,654 5 90 
W 1,217. 1,333 10 72 
4 1,206 1,238 3 67 
4 1,296 1,333 3 72 
iB) 850 946 W 51 
8 1,173 1,236 5 67 
7 1,055 1,108 5 60 
6 1,200 1,256 5 68 
6 1483 1,535 ~ 4 83 
6 1,541 1,581 3 86 
7 1,598 1,577 7 85 
5 1,401 1,430 2 77 
5 1,445 1,506 4 82 
r) 1,572 161 4 3 87 
6 1,906 1,992 5 108 
6 2,162 2,257 4 122 
8 1,797 1,894 5 103 
—s 1,669 1,577 —6 85 
10 2,003 2,}34 a: 116 
4 14651 1,491 2 92 
7 1,713 1,800 5 97 
7 1947 2,062 r) 112 
6 1711 «(1,774 4 96 
3 1,589 1,595 oo” 8% 
8 1688 1,764 5 96 
4 1,440 1,462 ne 79 
0 1686 1,647 2 89 
8 1,735 1,844 6 100 
4 1,645 1,540 —-$ 83 
|} Ww 1,195 1,372 15 74 
—6 1,339 1,245 —7 67 
8 1,504 1,553 3 84 
2 1,799 1,753 —3 95 
8 2,102 2,189 4 119 
8 2,170 2,271 5 123 
13 2,387 2,434 2 132 
6 1,762 1,834 4 99 
4 1,964 1,987 1 108 


FTC Rules on Suppliers’ 
Allowances, Pill Ads 

The Federal Trade Commission 
has directed United Cigar-Whelan 
Stores Corp., Brooklyn, to stop 
“knowingly inducing or receiving” 
from suppliers promotional allow- 
ances which are not made avail- 
able to its competitors. The order 
was agreed to under the FTC’s 
consent settlement procedure. The 


original complaint, issued March 6, 
charged United-Whelan with in- 
ducing or receiving from suppliers 
special allowances in return for 
promotion of their products on its 
tv shows. 

In another consent settlement, 
Wernet Dental Mfg. Co., Jersey 
City, was prohibited from adver- 
tising that Sentrol, a headache pill, 
is a new kind of pain reiiever, 
more effective than aspirin. 


linage in Denver. 


The NEWS of the Rockies 


First 6 months, 1956, the News carried 
64.1% of the total retail liquor stores 
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Nolt to ‘Philadelphia News’ 


ing manager of the Philadelphia 


William H. Nolt Jr., formerly | Daily News. He formerly was as- 
with Lancaster Newspapers Inc.,| sistant national advertising man- 
has been named national advertis-|ager of the Lancaster newspapers. 
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Fannon to Burlington Mills 


Mary Ellen Fannon has been ap- 
pointed fashion coordinator for 


was formerly advertising and pub- 
licity director for four dress com- 
panies: Eloise Curtis, Tiara Orig- 
inals, Junior First and Young 
Things. 


Stiller, Rouse Promotes Two 

| Ralph Van Every has _ been 
named art director of Stiller, 
Rouse, Berggren & Hunt, Beverly 
Hills, Cal. Before joining the agen- 
cy, Mr. Van Every was formerly 
with Hixson & Jorgensen, Los An- 
geles. Willard Specht, with the 
jart department since 1955, has 
been named assistant art director. 


Fisher Joins Film Company 
George Fisher, formerly with 
Guild Films Co., has been added 
to the sales staff of Telefilm Asso- 
ciates, New York. He has been as- 
signed to the midwestern territory. 
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Washington 


Swim Suit BY JANTZEN 


. .. and more than 2 million 
people live in the ENTIRE 
area covered by KTNT-TV 


... and what's 


Only KTNT-TV has all five 


Of all the television stations in the 


rich Puget Sound 


area of Washington 


State, ONLY KTNT-TV covers all five 
of the following maior cities in its “A” 


contour: 


@ Seattle 
@ Bremerton 


accounts for OVER HALF the 
retail sales of the state. 
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© Olympis 
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Burlington Mills’ dress and blouse | 
divisions and negligee fab~ics. She 


REPORT TO CLIENT—Five-year-old Sharon Bauman gets a run down 

on campaign plans for the Washington United Givers Fund from 

Henry J. Kaufman, managing director, and Ted Mandelstam, copy 

chief, Henry J. Kaufman Associates. Sharon represents people who 

benefit from 132 agencies, united for the first time this October 

in a single $6,600,000 drive. The Kaufman agency is contributing 
its services. 


27 Years an Adman, Reynolds Embarks on 
Another Career: Virgin Islands Innkeeper 


New York, Aug. 21—Today 
Frederick J. Reynolds Jr. retired 
from 27 years of clients and com- 
muting in favor of the “tranquil 
life, weather and people” of the 
Virgin Islands. 

Today was his last day as di- 
rector of research account service 
at McCann-Erickson. In early Sep- 
tember he’ll be taking over the 
management of the Buccaneer, a 
hotel on the island of St. Croix. 

Mr. Reynolds—one-time vp and 
research director for Ogilvy, Ben- 
son & Mather and Geyer Adver- 
tising as well as a former associate 
research director for Young & 
Rubicam—knows precisely what 
he’s doing. For the past 18 years 
he and his wife have been traips- 
ing around the Caribbean when- 
ever they’ve had the chance. And 
they’ve visited all but three is- 
lands in the archipelago. 


= “All these years we've been re- 
searching the idea of retiring to 
the islands,” Mr. Reynolds told 
AA’s envious reporter. “Three 
years ago we even went down and 
made a year-long ‘pilot study’ to 
settle the matter once and for all.” 

The twelvemonth they spent 
running a hotel on Tobago con- 
vinced them that (1) the tropics 
constitute the best place to live 
and (2) the hotel business was for 
them. So back they came to New 
York to await the right opportun- 
ity. It turned up this May, when 
the owners of the Buccaneer came 
to New York to search out a man- 
ager for their 80-guest hotel, in 
its 2,500-acre setting. 

Mr. Reynolds will not be aban- 
doning advertising entirely how- 
ever. He'll still be practicing con- 
sumer research—to be sure his is 
the most guest-happy caravansary 
in the Caribbean. “And I won’t 
have to ask direct questions eith- 
er,” he says. 

Also he’s already planning a di- 
rect mail campaign “and a few 


other advertising tricks I’ve been| 


thinking over.” 


® “Adios,” he called merrily as| 
AA’s reporter drooped out into the| 


humidity of Madison Ave. “Hasta 
la vista! 

“T’ll always have a red carpet 
for admen—2,500 acres of lush 
tropics, two miles of shore, five 


beaches, temperature never more 
than 85°, humidity never more 
than 50%.” 


Will Leaves Dairy Asan. 

Lester J. Will, general manager 
of the American Dairy Assn., Chi- 
cago, has resigned, effective Dec. 
31. Mr. Will, who is on a month’s 
trip in London as a representative 
of U. S. industry at the Interna- 
tional Food Fair, has not an- 
nounced his plans. The association 
has not yet named his successer. 


Three Join ‘American Home’ 

Frank Kennedy, formerly with 
McCall’s, Robert Baumler, last 
with TV Guide, and William Van 
Jahnke, previously with Farm 
Journal-Town Journal, have joined 
the New York sales staff of Amer- 
ican Home. 


Pine Assn. Names Delf A.M. 
Robert J. Delf, formerly vp of 
sales and advertising of Atlas Tool 
& Mfg. Co., St. Louis, has been ap- 
pointed advertising director of the 
Southern Pine Assn., New Orleans. 
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Maurice Condon, 
Exec of Old Buffalo 
Daily, Is Dead at 85 


BurraLo, Aug. 21—Maurice D. 
Condon, 85, manager of the Nor- 
man E, Mack Estate since 1933 and 
an executive of the old Buffalo 
Times, died Aug. 15 in Buffalo 
General Hospital. 

Although he had been in poor 
health since January, he had ap- 
peared at his office in the Rand 
Bldg. periodically until Aug. 13. 

He assumed the managership of 
the Mack interests shortly after 
the death in 1932 of the founder 
and publisher of the Times. 

Mr. Mack had sold the newspa- 
per to the Scripps-Howard news- 
paper chain in 1929. It ceased pub- 
lication in’ 1939. 

Mr. Condon’s 65-year associa- 
tion with the Mack family, long 
prominent in newspaper, social 
and political circles, began in 1889 
as an office clerk. Later he had 
worked in the editorial and cir- 
culating departments. 


® Promoted to assistant manager 
of the Times about 1910, Mr. Con- 
don served in that post for 10 
years. 

In 1921, he was elevated to 
treasurer and served in that ca- 
pacity until the newspaper was 
sold to the Scripps-Howard organ- 
ization. 

When Mr. Mack founded the 
Del-Hi Co., an investment secur- 
ities firm, in 1930, Mr. Condon 
was named secretary. He held the 
post until his appointment as es- 
tate manager. 


FRANK COMMANDAY 

New York, Aug. 21—Frank 
Commanday, 67, president of Com- 
manday, Roth Co., advertising 
printer, died Aug. 14 at Doctors 
Hospital after a brief illness. Born 
in New York, Mr. Commanday, 
though he spent most of his life 
in the printing business, was an 
ardent musician. He played the 
trumpet and the French horn pro- 
fessionally in the Westchester 
Symphony and other orchestras. 
He also was a former vp of the 
Musicians Protective Union, which 
is Local 402 of the American Fed- 
eration of Musicians. He was a 
founder and trustee of the Indian 
Hill Music Workshop, Stockbridge, 
Mass. 


NORTON W. KINGSLAND 

Toronto, Aug. 21—Norton W. 
Kingsland, 60, founder and presi- 
dent of Age Publications Ltd., 
Toronto, died Aug. 11 of a heart 
attack at his summer home, Tall 
Timbers, near Parry Sound. 

Mr. Kingsland had spent a life- 
time in the business publishing 
field. He founded his own organi- 
zation in 1923 and was a past 
president of the Business News- 
papers Assn. 

A man of varied talents, he had 
been involved in mining, lumber- 
ing, photo engraving and a host 
of other interests. 

He was widely known in the 
plumbing and heating industry, 
with which he also had been as- 
sociated for more than 35 years. 
He was the founder and one time 
president of the Stoker Institute of 
Canada and also played an im- 
portant role in the founding and 
development of the Aeronautical 
Institute of Canada. 

He was a past president of the 
Ontario chapter, American Society 
of Heating & Air-Conditioning En- 
gineers. 


1. Smallman Names Zlowe 

I. Smallman & Sons Co., New 
York, maker of Craftsman bill- 
folds, has reappointed Zlowe Co., 
New York, to handle advertising 
and merchandising. Daniel & 
Charles has handled the account 
for the past year; prior to that it 
was a Zlowe account. 


Prelle Co. Names Spaulding account executive group. Mr. 
F. W. Prelle Co., Hartford Sweeney formerly was account su- 


w.| pervisor and director of television 
Spalding uae aie Mr. | 2nd radio of Gourfain-Cobb & As- 
Spalding, formerly an executive | S°ciates. 
with A. G. Spalding & Bros., Chi-| 
copee, Mass., sporting goods man- Levin to American Cyanamid 


ufacturer, also has been an ac- Harry C. Levin, formerly in the 
count executive with Young & pyblic relations department of 
Rubicam, New York. |Celanese Corp. of America, has 


joined American Cyanamid Co., 
Henri, Hurst Names Sweeney New York, as community relations 
Henri, Hurst & McDonald has | coordinator, public relations de- 


appointed James P. Sweeney to its! partment. 


Miller to ‘Medical Digest | 
Ted Miller, formerly advertising | op gs 

| manager of the prescription prod- ; ildin 

ucts division of Borden Co., has masonry bui g 

been named eastern advertising - ri 

manager of Medical Digest, Win- || singularly different ... 

netka, Ill, which has opened a> Masonry Building's over 20,000 


New York office at 7 W. 44th St. | paid subscribers are among a 
specialized high buying power 


| segment of the building industry 
Irving Serwer Elects Sacks | who read MB because MB alone 


Leonard E. Sacks, assistant to) covers their needs editorially. 


‘the president of Irving Serwer Ad- || 5 So. Wabash, Chicago 3 
| vertising, New York, has been) 
‘elected exec vp of the agency. | 


75 


7 * 


aE Bi aS ate ee _« ott ha, sok «2h li ey 


No wonder retail grocers in the nation’s third 
largest and fastest growing market pick The 
Mirror-News to carry the bulk of their Los Angeles 
afternoon newspaper advertising! It’s The Mirror- 
News that enjoys the largest afternoon home- 
delivered circulation in all of Western America. 
It’s the young, responsive Mirror-News audience 
that has 54% more children than the second Los 
Angeles afternoon newspaper. 


IN THE LOS ANGELES AFTERNOON FIELD ~* 


Retail grocers prefer the 


Those are just two of the many sound reasons 
why, during the first six months of this year, The 
Mirror-News carried 184,746 MORE lines of retail 
grocers advertising than the other Los Angeles 
afternoon newspaper. The retail grocer is in the 
strategic position to recognize results when he 
sees them. For your best results in Los Angeles, 
follow the grocer—the man who knows. He pre- 
fers The Mirror-News. 


FOOD ADVERTISERS 

WHO COMPARE USE 

THE MIRROR-NEWS 
IN LOS ANGELES 


Mine @ News 


LOS ANGELES 


VIRGIL PINKLEY, EDITOR AND PUBLISHER 


REPRESENTED NATIONALLY BY O’MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO 
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YOU ... in the 
gray flannel suit! 


Reach the key engineers of America’s most 
booming industry: AIR CONDITIONING- 
REFRIGERATION. Advertise in their own 
publication. 


Published by Members of The American of 
Refrigerating Engineers, 234 Fifth rtm . 
ew York 1, N. Y. by 


ue 


KGW-TV Names Wagstatt 
Walter E. Wagstaff, part owner 
of KIDO ang KIDO-TV, Boise, 
Ida., has been named manager of 
KGW-TYV, Portland, effective Sept. 
15. KGW-TV, owned by Pioneer 
Broadcasting Co., is due to go on 
the air this fall. Mr. Wagstaff is a 
member of the NBC station plan- 
ning and advisory committee. 


Popper to Material Service 
Gerald Popper has been appoint- 
jed manager of advertising and 
| Sales promotion of Material Serv- 
jice Corp., Chicago. He formerly 
was an executive with Grey Ad- 
vertising Agency, New York, and 
before that was director of public 
relations of Muzak Corp. 


Jerrold Sets Drive | 
for Line-Out Filter. | 
First Consumer Item | 


Puitapecpaia, Aug. 21—A na-| 
tional advertising campaign will | 
be ‘utilized by Jerrold Electronics 
Corp. to launch its new back-of-| 
the-set filter which, according to| 
the company, eliminates annoying | 
“Venetian blinds” on television | 
receivers caused by co-channel tv | 
interference. 

The filter, being introduced un- 
der the trade name Line-Out, is 
the first consumer item for Jer- 
rold, which manufactures elec- 
tronics equipment for community 
television antenna and master an- 


These men help give network quality to Jocal live TV 


These are just a few of the men in 
the J. Walter Thompson Company 
“Local Live TV Group.” 

Before we buy a local television show 
anywhere in the country, this Group: 
learns all about the local TV sta- 
tions, their staffs and facilities. 

. discusses the stations’ availabili- 
ties, program formats and casting. 
. gets to know and work with the 


Oldtimers in a business where even the oldtimers are young 


client’s local dealer groups and 
representatives on promotions. 


The Group then: 


... designs, invents and builds sets 
and props for the show and ¢s- 
pecially for the commercials. 


. .. ison the spot for the first perform- 
ance of new shows. 


...feturns periodically to review 70 
shows now on the air in 55 markets. 


In this way our clients’ local live TV 
shows and commercials are given net- 
work quality. Both the client and the 
local TV stations profit by it. 


If you are interested in local live 
television you will want to know more 
about this Group. We'll be glad to tell 
you more if you will write to the 
J. Walter Thompson Company office 
nearest you, or to 420 Lexington Ave., 
New York 17, N.Y. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., Miami, Montreal, Toronto, Mexico 
City, San Juan, Buenos Aires, Montevideo, Sio Paulo, Rio de Janeiro, Santiago (Chile), London, Paris, An 
F - 


rankfurt, Milan Johannesburg, Cape Town, Bombay, Calcutta, New Delhi, 


Sydney, Melbourne, Tokyo, Mani 


QUINTEN KENNY has been named to 
the new post of publicity mana- 
ger in the advertising department 
of the industrial division of Sur- 
face Combustion Corp., Toledo. He 
has been advertising manager of 
Lindberg Engineering Co., Chica- 
go, for the past eight years. 


tenna systems. Line-Out retails at 
$15.95. 

The Line-Out is being intro- 
duced in August and September 
through page ads in such business 
publications as Radio-TV Weekly, 
Radio TV Journal, Technician and 
Radio-TV News. This campaign 
will be followed up by a local 
newspaper and tv spot campaign 
in areas across the country where 
the problem of co-channel inter- 
ference exists. 

According to FCC allocation 
procedures, a Jerrold official 
pointed out, all tv stations oper- 
ating on the same assigned chan- 
nel and not separated from each 
other by a certain minimum dis- 
tance must offset their operating 
carriers by plus or minus 10 kc. As 
additional tv stations go on the air, 
and as existing stations go up in 
power, the “Venetian blind” will 
become an ever more common in- 
terference problem to viewers from 
coast to coast, he said. 

Lavenson Bureau of Advertising, 
Philadelphia, is handling the cam- 
paign. 


Latterty Named A.M. 

W. R. Grace & Co. has appointed 
C. Jay Lafferty Jr. advertising and 
sales promotion manager of its 
Cryovac Co. division, Cambridge, 
Mass., maker of Cryovac packaging 
materials and processing equip- 
ment. With Cryovac since 1952, 
Mr. Lafferty most recently has 
been sales promotion manager. 


There's a $17 billion- 
plus market in the 
TRAFFIC WORLD subscrip- 
tion list ... for 
freight transportation, 
materials handling, 
packaging, and road 
and rail equipment. 


Get the facts! 
TRAE EIO 
Wa OoOR.I.D 


515 Madison Ave., N.Y. 
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A. W. LEWIN 


Mr. Lewin’s career in advertising began with creating and selling dealer mat services, 
whereby he acquired a thorough knowledge of retail advertising techniques in such 
lines as department stores, furniture stores, women’s wear and banking. From sales 
representative, he was later promoted to sales manager of Century Advertising 
Service. Later he devoted several years to creating and producing direct mail adver- 
tising and promotional campaigns, a specialization he feels has contributed greatly 
to his agency’s success in jewelry advertising and merchandising. 


A graduate of Harvard, where he was an early student of Daniel Starch in marketing, 
Mr. Lewin also taught advertising at Rutgers University. He is a member of the 
Board of Governors of the New York Council of the 4A’s, and was on the 4A’s 
1952-53 Committee of Advertising Agency Administration. An authority on agency 
management and organization, Mr. Lewin was chairman of the 4A’s panel discussing 
agency management in 1951 and again in 1954. 

Today, his agency serves a wide variety of accounts in such fields as jewelry, laun- 


dry, drugs, banking and foods. The free time available from his agency business Mr. 
Lewin enjoys with his wife and child. He also takes time out occasionally for fishing 


and oil painting. 


EAST ILLINOIS STREET 


1 Yeor (52 issues) $3 


“Ad Age gets BrOnIy 
on my desk” 


3S 


says A. W. LEWIN 
President and Chairman of the Board ; . 


Lewin, ‘Williams and Sayior < 


“Few businesses move faster than advertising. And 
few are more demanding that its practitioners keep 


abreast of it. 


“l find that Advertising Age does a magnificent job 


of covering our hectic business, and | rely heavily 


upon it to keep me posted on what is current and 


choice. What’s more, | find this is also the opinion 


of the other executives of our agency, who not only 
want to know but need to know what's happening. 


You give it to us in a fresh, newsy and condensed 
style. = 
“Advertising Age gets a priority position on my desk 


every Monday morning.” : 


CHICAGO 11, ILLINOIS ps 
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OMS Mail Moves Oftice 


OMS Mail Advertising, Boston, 
has moved to larger quarters at 
25 Buick St. 


BACON gefs CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 


Aid Business.” 


FOR SETTER RELEASE LISTS—SETTER PLACEMENT 


BACON'S 
ey $2.00 
OOK en approval 


BACON'S 
PUBLICITY 
Cmec 


$15.00 
CKER en appreval| HAN 
BACON'S CLIPPING BUREAU 


mn St* Cincago 4 Iilinor 


$3 $. De arta r 


U.S. Consumer Has Already Settled 


ly.” 


trading 


stamps 


the | introduce 
before the Merchandis-| state capitols to bar trading stamps, 
ing Executives Club of New York. 


Trading Stamp Battle, Says S&H VP 


New York, Aug. 21—The trad-| It was the first public presentation 
ing stamp controversy has been | of the company’s point of view in 
settled by the American consumer. | its history. Founded in 1896, it 

“Housewives are shopping where | was incorporated under its present 
trading stamps are given as a dis-/| not, they die.” 
count for cash, the attacks upon | 
trading stamps by their opponents. the “acid test business organiza- 
are already diminishing, and| tions must face continually is that 
should shortly disappear complete- | of consumer acceptance. If the con- 


Mr. Beinecke emphasized that 


|}Sumer supports them, they grow 


A recent survey by National| and develop. If the consumer does 
Opinion Trends, a division of Pub-| not, they die.” 
lic Opinion Surveys Inc., Prince-| 
ton, N.J., 


He reported that S&H operates 


shows that “six out of eight warehouses or distribution 
every ten families across the na- 
tion are now saving cash-discount struction, and that it has 450 re- 
and redeeming 
them for worthwhile merchandise.” 


centers, with a ninth under con- | 
demption centers in the 48 states 


that about 20,000,000 people are 


® These statements were made/savers of S&H green stamps. 
today by William S. Beinecke, vp 
and general counsel of Sperry &}# Speaking about the attacks on 
Hutchinson Co., oldest and largest 
trading stamp operator in 
country, 


trading stamps and campaigns to 
legislation in various 


he pointed out that “although 50 


. IN BRAND-MINDED, food-buying 
Kansas City, sales start breaking the 
tape in record time when Star 


Post time: NOW! 


advertising turns on the power. 


circulation coverage (95% home 
delivered!) at the lowest cost per 
thousand persons reached. 


Want tosee your entry sprint ahead? 
Give it real stretch drive with 
America’s most thorough twice-daily 


pieces of legislation were intro- 
duced in 28 states in 1955 only two 
were passed” (AA, July 25, 1955). 
One statute in Utah imposing a 
tax on the use of stamps is being 
stayed under challenge in the 
courts, Mr. Beinecke said, and the 
other will be up for referendum 
vote in North Dakota in November. 

“I do not believe,” he added, 
“that such a large scale attack will 
be attempted again.” 

Walter Whitnack, vp and eastern 
sales manager of the company, ex- 
plained S&H’s advertising and sales 
policies. The company became a 
national advertiser this year and 
named Sullivan, Stauffer, Colwell 
& Bayles as its agency (AA, Jan. 
16). 


s “We have traditionally followed 
a policy of local cooperative ad- 
vertising to launch a stamp plan 
in: any city,” Mr. Whitnack said. 
“Obviously the first thing that’ 


are available, and second where 
|they are available. We try to in-| 
| terest a variety of non-conflicting | 
‘merchants in our cooperative 
| stamp plan. This lends strength to} 
|}each and achieves a maximum of 
business for all. 
| “During the course of the past) 
year,” Mr. Whitnack said, “we have 
broadened the scope of our ad- | 
vertising approach. In addition to) 
local cooperative advertising we. 
are now using television, maga- 
zines and newspapers.” 
Currently, S&H is using newspa- 
pers in 70 markets, and spreads in | 
five national magazines (Better 
Homes & Gardens, Good House- 
keeping, Ladies’ Home Journal, 
Life and The Saturday Evening 
Post). It will co-sponsor the Perry | 
Como show this fall on NBC-TV) 
and will continue on Arlene Fran-'| 


‘cis’ “Home” show, also NBC. | 


CANADIAN DRUGGISTS 
HIT TRADING STAMPS 


Ottawa. Ont., Aug. 21—Cana- 
dian pharmacists last week regis- 
tered strong disapproval of the use 
of trading stamps and _ similar 
sales promotion gimmicks and con- 
demned such practices as poor 
merchandising ethics. 

The sharp attack on the increas- 
ingly popular premium plans came | 
in a resolution adopted unanimous- 
ly by more than 200 delegates to! 
the 48th annual convention of the! 
Canadian Pharmaceutical Assn. | 
here. 

The resolution stated that the 
group records “strong disapproval” 
of all sales promotions involving 
“trading stamps, coupons for free 
draws or any similar premium 
plan” and condemned their use by 
pharmacists on the ground of 
doubtful ethics. 


= The pharmacists’ main point of 


contention is that chain stores that 


with 4,500 employes. He estimated | 


a 


STARTER — This is 
the first color 
page newspaper 
ad run by a 
brewery in 
Cleveland, 
according to Pils- 
ener Brewing Co. 
The ad, which 
features Bob 
Hope, ran in the 
Cleveland Plain 
Dealer. Clifford 
A. Kroening Inc. 

is the agency. 


SIARPING Oe Tee WOW PAPAmOUNT 
PrCTURES WC FEATURE PROBUCKION 
“THAT CERTAIN FEELING” 
wth fee Mare Seine and Peart Batter 


There is Nothng Finer Than P-6.¢. Plsener Boer... Ragardess of Brand Mame or Price 
“mat Good SI avert! 


specialize in premiums are now| KFAB Boosts Morrison 

selling large quantities of shaving KFAB, Omaha, has promoted 

cream, tooth paste, hair lotion,|E. R. (Bunny) Morrison to sales 

razors and dozens of other drug| manager. Mr. Morrison has han- 

store sundries that a few years} dled regional sales for KFAB for 

ago were not normally found on | eight years. 

food store shelves. 
A number of pharmacists told v 


AA that chain stores were cutting O's oa Wax’ Werld ! 


heavily into the drug stores’ sun- 
dry sales volume long before the That's What Advertisers Reach in 
premiums were ever introduced on ° N 
a large scale. But now that pre- She Sporting ews 
National Baseball Weekly —St. Louis, Mo 
280,000 Copies Weekly 


> 
> 
‘ 
. 
‘ 
: ; - , 
miums are attracting housewives | § 
, 
Z 
‘ With 98% Male Readership 
, 
‘ 


with a wide variety of prizes and 
Lergest Newsstand Sele of Any Sports Weekly 


gifts, shoppers are trying to con- 
centrate as much of their buying 
Published Weekly Since 1886—70 Continvous Yeors 


as possible within their chain gro- 
ceteria, it was said. 


must be achieved is to let consum- | 
ers know that S&H green stamps | 


Get a Load of this ! 


Western Ontario is a BIG Market 
and it takes a BIG medium to cover 
it effectively . . . and that’s where 
The London Free Press outshines 
any other media in Canada’s 
seventh newspaper market! 


Not one — but EIGHT localized edi- 
tions thoroughly and effectively 
carry your sales messages through- 
out a rich seven-county market! 
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Advertising Age, August 27, 1956 


West Coast Starch 
and Bleach Company 
Purchased by Babbitt 


New York, Aug. 21—B. T. Bab- 
bitt Inc., 120-year-old manufac- 
turer of household products, has 
acquired Chemicals Inc., San Fran- 
cisco, as a wholly owned subsid- 
iary. 

The new subsidiary manufac- 
tures Vano liquid starch, Vano 
powdered bleach, Vano household | 
cleaner and Vano liquid bleach, all 
distributed on the West Coast only. 

Samuel Mendleson, Babbitt pres- | 
ident, in announcing the new ac-| 
quisition, said: “We are now in an| 
excellent position to expand our) 
West Coast operations and share| 
in the dynamic growth of the west- | 
ern market. We also feel that the. 
products of Chemicals Inc. can be| 
expanded to the balance of the} 
country and contribute to our | 
growth in all areas.” 


® Mortimer Fleishhacker Jr. will| 
continue as president of Chemicals 
Inc., besides acting as general | 
manager and consultant in Bab-| 
bitt’s West Coast operations. 

Sidney Garfield & Associates, 
San Francisco, will continue as 
agency for the Chemicals Inc. 
products, Babbitt told AA. Other 
Babbitt agencies include Dancer- 
Fitzgerald-Sample (Bab-O, Tidy 
Bowl, Cameo cleanser); Harry B.| 
Cohen Advertising (Glim, AM-O, 
Babbitt’s lyes, Lycons), and Macon | 
Inc. (Cameo copper cleaner). 

Ovesey & Straus handles adver- 
tising for Bestwick Laboratories 
and Connecticut Chemical Re- 
search Corp. with which Babbitt} 
merged last July. 


Hertz, Railroads Pact Gives 
Ticket Buyers Rental Discount | 

Hertz Corp., Chicago, car and| 
truck rental company, and the Un-| 
ion Pacific, Burlington and Chi- 
cago & North Western railreads| 
have signed agreements which will | 
give purchasers of round-trip tick- | 
ets 5% discount on rental of a} 
Hertz car. Joseph J. Stedem, Hertz | 
exec vp, said the agreements cover | 
a total of 56 cities served by the 
three lines. 

Passengers buying round-trip 
tickets to these cities from any 
point on the railroad will receive 
a coupon entitling them to the dis-| 
count when presented at the Hertz! 
office. Hertz has more than 1,000| 
offices in more than 700 cities in- 
cluding car rental facilities at ap- 
proximately 285 railway terminals. | 


Hearst Names Duffy VP 
Edward P. Duffy, New York 
manager of Pictorial Review and 
Pictorial Living, which are dis- 
tributed with the Hearst Sunday | 
Individual Market Group, has! 
been named vp of Hearst Adver- 


tising Service. Mr. Duffy has been) | 


with the Hearst organization 30 
years. 


know the 
Pittsburgh 
market... 
Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
© Opinion Surveys 
Market Survey Bureau 


ERNEST E. ENGEL, DIRECTOR 
2 GATEWAY CENTER, PITTSBURGH 22, PA. | | 


Sheep Producers Start 
11th Regional Promotion 

The American Sheep Producers’ 
Council, through Botsford, Con- 
stantine & Gardner, San Francis- 
co, has started its llth regional 
promotion on lamb with the San 
Francisco Bay Area as the market. 

Plans for the promotion include 
extensive newspaper and radio ad- 
vertising. Harold M. Walker suc- 
ceeds John Leahy as the account 
executive on the council campaign. 
Mr. Leahy recently resigned as vp 
to become vp and marketing di- 
rector for Fuller & Smith & Ross, 
San Francisco (AA, Aug. 6). 


WLW Radio to Product-Test 
WLW, Cincinnati radio station, 

plans to reactivate this fall its 

product testing organization 


which has been dormant for the 
past few years. The WLW Con- 
sumer Foundation consists of sev- 
eral hundred listeners and their 
families who test products about 
to be advertised on WLW. If a 
certain percentage of the testers 
recommend the product and agree 
with the advertised claims, the 
commercials will be accepted. 


20th Century Boosts Roberts 

Samuel Roberts has been ap- 
pointed art director of 20th Cen- 
tury-Fox Film Corp., New York. 
He succeeds Victor Sedlow, who 
resigned to form his own art serv- 
ice studio. Before joining the film 
company in 1955 as associate art 
director, Mr. Roberts was formerly 
a vp of Hanly, Hicks & Mont- 
gomery, New York. 


New Film Program Planned 

. California National Productions, 
Hollywood, will start production 
on a new tv film series, “Citizen 
Soldier,” in November. The show 
will be syndicated by NBC Tele- 
vision Films, California’s sales di- 
vision. 


‘Casey Jones’ Coming to TV 
Briskin Productions, Hol!ywood, 

is producing “Casey Jones,” a new 
half-hour film series, for distribu- 
tion by Screen Gems, New York. 
This is the 12th new vidfilm series 
added to the Screen Gems’ list for 
the 1957-58 season. : 


Serving the Zooming — 


 $3,320,000,0! 

Oil heating —-Fuel 

PROVEN Reader Interest: highest 
ABC Subscription Renewal . Per- 
centage in the entire heating field. 
Only heating magazine audited 
by both ABC and BPA. Write for 
\2w. Data. 


2 W. 45th St., N. ¥. 36, N.Y. 


COLUMBIA PACIFIC RADIO NETWORK 


‘ 


reaches more people 


than any other Pacific Coast medium, 


including all other regional networks. 


REPRESENTED BY CBS RADIO SPOT SALES 
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MORE AUDIENCE* THAN 


' 


ANY STATION IN HOUSTON 
veveeeeeeeess THAT'S WHAT 


WNBF-TV, BINGHAMTON, N.Y. 


DELIVERS DAY AND NIGHT 
SEVEN DAYS A WEEK-AT 


LOWER COST PER 1000. 
| YOUR BLAIR-TV MAN 
THE EVIDENCE FOR YOU. 


* Also more audience than any 
station in Baltimore, Kansas City, 
Buffalo, Minneapolis-St. Paul, 
Milwaukee and other major 
markets; at lower cost than 
every station in eight out of 

the ten. ijor markets. 
Telepulse, December, 1955. 


A TRIANGLE STATION 


WNBEF-TV 


BINGHAMTON, NEW YORK 


Channel 12 


NBC-TV ¢« ABC-TV 


operated by: Radio and Television Div. / Triangle Publications, Inc. / 46th & Market Sts., Philadelphia 39, Pa. 


WFIL-AM-+FM-TV, Philadelphia, Pa./ WNBF-AM-TV, Binghamton, N.Y./WHGB-AM, Harrisburg, Pa./WFBG-AM-TV, Altoona, Pa. 
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Advertising Age 


Snobs—Where Are They? 
Plan Now for TV Replacements 


Bedell: Editorial Treatment 
Pop-Ups Are Eftective 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING. 


Salesense in Advertising... 


Is the Good Old Snob Appeal 
on the Way Out? 


By James D. Woolf 
Advertising Consultant 

For half a century, or thereabouts, ad- 
vertising men have believed that famous 
people—notables in society, business, 
sports, the theatrical world, or whatever 
—appeal with great force to us common 
folks. 

The theory is that an 
innate sense of inferi- 
ority plagues the great 
mass of human beings. # 
Hence the average 
American must look up 
to glamorous figures; 
he can neither admire 
nor wish to emulate 
others in whom he 
sees portrayed his own 
problems and inferiorities and frustra- 
tions. 


MAS 
7. ae 


James D. Woolf 


The Man We Want to Be 

Dr. Samuel Crothers once observed that 
every man is really two men: the man 
he is and the man he wants to be. Psy- 
chologist Martin was thinking of the same 
thing when he said that “the dream of 
life centers about the fictions we invent 
about ourselves.” 

Is the man we want to be no longer 
one of the luminaries who have been 
dramatized in American advertising since 
the turn of the century? Is the snob ap- 
peal about to lose its potency, at least in 
advertising directed to men? Are the fic- 
tions we now invent about ourselves con- 
cerned with hair on our chest, sweat on 
our brows, and callouses on our grimy 
hands? 


® If so, times are changing. For at least 
40 years Pond’s advertising has been fea- 
turing such shining lights as Lady Diana 
Manners and other society women; and 
for almost as many decades we have 
been told that 9 out of 10 movie stars 
use Lux toilet soap. Since time immemo- 
rial cigars have been named after such 


a 
dignitaries as Robt. Burns, Daniel Web- 
ster, and King Edward. Almost 30 years 
ago prominent leaders such as Chauncey 
Depew and Judge Gary were testifying, 
in Satevepost pages, concerning the nu- 
tritional value of Cream of Wheat. More 
recently we are informed that the great- 
est of our baseball heroes shave with 
Gillette razors, that All-Star footballers 
prefer this-or-that brand of batteries or 
motor oil, and that Men of Distinction are 
partial to Lord Calvert. Then there is the 
Hathaway one-eyed man and Commander 
Whitehead. 


= But now I think I observe the begin- 
ning of a trend away from the snob ap- 
peal. Maybe it’s just a new vogue in ad- 
vertising, a temporary thing. This is the 
year, says Robert C. Ruark, for big, 
bustly, guardee mustaches, tattoos, beards 
and bluffness, not to mention von Stro- 
heim shaved skulls. 

The ads reproduced here are typical of 
a great many now appearing in newspa- 
pers and magazines. 
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Looking at Radio and Television... 


Early Plans for Next Summer's 
Replacements Pay Off 


By The Eye and Ear Man 

Now that all eyes are turned toward 
the excitement of the rating race about 
to begin this fall between the new start- 
ers and the tried old television programs, 
it is time for an appraisal of the summer 
shows and an attempt to lay down ration- 
al rules for the next year. 

Summer replacements fall into several 


categories: 

1. Reduced budgeted variations of win- 
ter shows—Robert Montgomery, “Studio 
One.” 

2. Established, modest-budgeted quiz 
shows—“Pantomime Quiz,” “This Is 
Show Business.” 

3. Musical shows—Vic Damone, Patti 

Page, Russ Morgan. 


You get the marcia fever f hemes tisce etihewt 
| beefing and puffing Tile filter works gout and 
freee eaay The Plip- Top Ros keege every cigmrette 
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: water, you can ask for is. 
‘Wé it’s beer you weal, get . 


4. Off-beat revivals—Dunninger. 

5. Attempts to start a new comedy 
series for fall—the “Charlie Farrell 
Show,” “Joe and Mabel.” 

6. Try-outs for “new” comics—Steve 
Allen, Ernie Kovacs. 

7. Modest live summer drama—‘Man 
Behind the Badge.” 

8. Replacement by established reruns— 
“Topper,” anthologies, “Dear Phoebe.” 

9. Reruns of the winter season. 


s A few shows continue with the normal 
winter formula. The top examples per- 
forming with extraordinary success are 
“$64,000 Question,” and its sequel, “$64,- 
000 Challenge.” These and -shows like 
“What’s My Line” can go on and on and 
on without variation or rest until the 
last, final rites. Variety shows such as 
“Toast of the Town” may employ some 
economies, but on the whole, they go on 
normally. The lucky advertiser with 
shows like these generally gets the most 
for his summer dollars. 


s Most programs on film prorate their 
costs by deals known as 39 and 13. The 
advertiser guarantees the producer 52 
weeks with 39 shows at premium prices 
—about $35,000 net—and then agrees to 
run 13 summer repeats for about a third 
of the winter costs. In this way the pro- 
ducer breaks even in the first year and 
the advertiser’s average costs are reason- 
able. While statistically this method of 
summer programming can be proved ef- 
fective, a certain program fatigue sets 
in which, in some cases, may shorten the 
life of the program. It is for this reason 
that “Lucy” does not repeat during the 
summer—only during the high-rating 
season and without much loss of audience. 


s Assuming neither of the above meth- 
ods is available, the advertiser is then 
faced with two choices: the easy way 


and the hard way. The easy way is to 
choose a nice safe musical show or quiz 
show which has been tested and found 
safe over the years. By this method ad- 
verse criticism can be avoided, and ‘if 
the advertiser doesn’t expect too much, 
a fair rating can be achieved. But this 
method builds nothing for the future. 

The hard way is to experiment with a 
program that can possibly emerge as a 
future top television program. “The $64,- 
000 Question” started in the summer and 
became an immediate hit. “My Little 
Margie” was an original “I Love Lucy” 
summer replacement. It is unlikely that 
this year’s crop will produce a long haul 
champ. Those who tried something dif- 
ferent have taken merciless beatings from 
the self-same critics, professional and 
amateur, who have been urging experi- 
mentation. 


® As summer budgets grow in order to 
improve quality, it is now possible to 
make a deal with producers with ade- 
quate financing to deliver a summer re- 
placement at summer prices but with 
winter potentialities. A deal can be made 
to continue the program if it proves ef- 
fective. It is also possible now to work 
ahead far enough to polish the summer 
series in the winter manner. It is there- 
fore urged that advertisers make next 
summer an insurance programming plan 
for the future by: 

1, Planning next summer's replacement 
early; ‘ 

2. Budgeting enough money to insure 
quality ($20,000-$30,000) ; 

3. Being courageous. 

The man who tries to be different may 
be beaten by verbal brickbats, but only 
he will emerge with a high-rating pro- 
gram in time because he dared to experi- 
ment at a time when experimentation 
runs little risk and proffers great future 
payoffs. 


ne 


Tn a . sila : we ; 3 ; Bae : eG Reet ric a Meats 3S 
* 2 <7 J F A ; 
; "5 
} ! # 
| 
j ee 
} iS 
| . > 
: 
\ ‘ a: 
he nee nf 
he r 
" Be ee. Ef fe ie, es ‘ ty 
¥ ena ~* 2 : 2 bi 
\ 4 ee ee < “a Bea's 
Be. Ue & 
Beat — Seg a : b + : P; ; 
Se eee a 3 : 7 
. eS ¥ 
: . a y be ‘ i “ae “= ss 2 a ve 4 fy 
é ss Ss se ie na tay we ; 
Bae to like wey ay eee 2 4 i ee + 
Be tir Tee Be Sg oy oi pr easy . : ; 
j ae iF tes es ae 3 cae Riek ~ A 
me ee pecan, ma age a :. ae - a " : : a 
oe ap = ae a 4 ae “ 
SO alates SR syed r 2 es 4 ie? 
ee ap hen je sf = " tear 8 f “ae ¢ 
ee ae Foi . ea he ¥ fe Age. $3 : 
; ak | 2 z * Be eee r oe 1.) =a 
—_ : ceniitad a ¥ a Sy) whe tee te artat i 
Pe ri ; : i eer er, - 7 eer Steer and tone ot tet 
j ne oo: eS a rg ee a 4 * a * 
Be ot ee fs ba 
.- «© | 2 a <r oe 
; * fe See a : 
’ See em Ai es cat she 5 $e teats bret : . f 
ee ie re Ye ee : 
Bs ae ee” Ac it we on 2 — 
, 2 _ ae ioe ee ay OD. eee % 
: " 3 a - a ee 3h ' & 
fF ty Marlboro es | SS 
4 . ‘ : , . . va * 
4 . ‘ 3 ; ? 
=p = ae : B. 
4 ‘ x ‘ a > 
—s \ , = eee iF. hn : 
ae Oe ee 
4 ae on .* 2 A Sy Fae E if aa 
eaten les rh LL rm me ma cam \ 2 ee Bm he a! R ‘ mae on 
id Rk i ae G < 4 
Oe ee ee F j 
“ yr poe . “4 i s 
r < pe gh Bh oe : : ; 
‘ j f : Sept us * }/ %) Pad! 
} i, 4 a + : LA ‘ 
= pir \ Ca Tae a - : 
, ah fe > 
Eby ee OO i oe — 
3 ere rt oe 
tewed: iweekee fer 195 year: if 
sanin-aninannelehinslattitnaniaiansnieeatitlganhitsihinialipesnildddaliteaninenipiains 
4 et 
} cash 
, ef ee eae : 
a oe z Pe Sik sete ee 
mere, | 2. eo ce te Rite 
: ale Rear Ar eee a : 
i ees, Agee om oo Ee we 
 . aes le Se So lees 
t eS oo ee) oe eee Fay mk 7 a A 
a eee: ee ee 4 
a eee a ae ies om 
1 lee OS Agia Pos! aa 
“ee . Fa ss ae, ie 
Ly ee “hs eee mo ed Riad) eo ie a 
te a | Se ee bh ea ang , 
' ee . : > ech eee eee heen fear 
' eo i” Siete Gen et Ree 
' ‘oe a Or eee 
a é SSereaeiee rs = i 
a. Soe | ; 
aa é a. oe 3 
site a re wey noe et ae 
ae i ae / 
f ee r } 
i : ‘ s 
ir, : 
: $i. = 
: ‘ eS a at 
j | Pavers me ince Al heme tet tees te | Re Sm SO Soe He 
t a ey ere a pda 5 
2 Sot enepetaee “ween aaee ee | - nee ae aes > 
££ pr ee BS BS 
—— ——— waa 
; = & 
,} BARON vas ses 20s coe sane ae sonrrene sain | BENE D — 
| ; 
H ’ 
} a ii —___—— : 
\ 
} “th 
‘| . 
a a , 
| 
3 
Be : 
. “* 
— a RS a: (eS Se, gee RE ae eee 8 Se an eS 


On the Merchandising Front... 


List Price Lies 


By E. B. Weiss 

Recently, a maker of power lawn mow- 
ers ran a piece of trade paper copy that 
read like this: 

“Advertised in Life—Saturday Evening 
Post. ° 
“List Price—$124.95. ‘Can retail with full 
markup as low as $59.95.” 

The inflated list price—inflated for 
“markdown” purposes—is nothing new on 

the merchandising 
scene. Perhaps’ the 
real significance of 
this particular piece: of 
copy is the degree of 
list price inflation. 
When an item carries 
a list of $124.95 and 
can be retailed with 
full markup as low as 
$59.95, then we have a 
ballooning of list price 
of staggering proportions. 

However, I see another facet of this 
situation that is perhaps more potentially 
troublesome—namely, the use of national 
advertising to post completely fictitious 
list prices and the use of prominent na- 
tional advertising media to give authen- 
ticity to these list price falsies. 

I am certain that neither Life nor The 
Saturday Evening Post look favorably on 
this misuse of their prestige. But I as- 
sume that some people in these large 
publishing organizations must read the 
business papers in which this particular 
trade announcement appeared. I wonder 
what action has been taken to prevent 
a repetition of this imposition on the read- 
ers of these two great national weeklies. 

As a matter of fact, it appears to me 
that our national media may be called 
upon to enlarge the scope of their stand- 
ards of advertising fair practice. I make 
this statement because it is fairly obvious 
that the list price has become one of the 
most sadly abused pricing factors in our 
entire merchandising structure. 

In the appliance field, misleading list 
pricing—with advertising helping to 


broaden and perpetuate the fraud—is not 
at all uncommon. Much the same is true 
in various segments of home furnishings 
advertising, ranging from mattresses to 
floor coverings to draperies, etc. 

For the 1956-model year, list prices in 
the automobile industry have become both 
a farce and a horrible imposition on a 
public brought up to believe that our 
economy works on a one-price system 
(it never did and it most certainly does 
not today). 

Maybe our national media may be called 
upon to set up certain additional stand- 
ards of practice that will make the list 
price at least somewhat less open to de- 
ception and abuse. (And I do not single 
out the magazines in this connection— 
television and other media are every bit 
as much involved.) 

As matters now stand, some industries 
(auto) and some manufacturers (General 
Electric on major appliances) have 
dropped the list price from their advertis- 
ing. This may make the particular manu- 
facturers somewhat less the target of the 
list-price sharpshooters—although I fail 
to see where, in the 1956-model year, 
the absence of list prices in national auto 
advertising has in any way alleviated the 
vicious price mess of our number one in- 
dustry. But such action leaves the field 
wide open to the manufacturer who de- 
cides to establish and then feature in 
national advertising a list price that per- 
mits “reduction up to 50 percent from 
list—60 percent from list—70 percent 
from list.” 

I understand that national advertising 
of brands was planned—among other ob- 
jectives—to do away with laissez faire. 
But as I view the current merchandising 
scene—hard goods, soft goods, and all of 
the infinite variations in-between—it ap- 
pears to me that the public has seldom 
in its buying history had more reason to 
proceed on the premise that the buyer 
should beware than is indicated for the 
second half of 1956, and particularly with 
regard to pricing. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

The two ads, here, are interesting ex- 
amples of editorial treatment. 

The ad for drip-dry suits would have 
been better had they shown the trousers 
hung properly for drying—by their cuffs, 
and if they had suggested the wet suit 
hang overnight where there is at least 
some small movement of air. If a man 
hangs up a dripping suit in a humid lit- 
tle bathroom where no air moves through 
the night, he’ll have to spend the fore- 
noon in bed if he has no other suit with 
him. 

Nevertheless, this is so much better 
than the usual suit ad, I'll bet it did a 


good selling job. 


® The national ad, too, is not afraid to try 
to tell a selling story. My only criticism 
of it is that it is a story solely of air con- 
ditioning, heating, and ventilating, and 
whispers the fact instead of speaking it. 

The story told in the small copy is so 
much better than the headline that many 
who might have been induced to read 
the copy surely never got to it. All ad- 
vertising people know, I suppose, that 
generally speaking, more people read the 
headline in an ad than read the subheads. 
More read the subheads than read the 
first paragraph of copy, more read the 


DO-IT-YOURSELF - 
SUMMER SUIT 
DRIPS DRY 
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The Creative Man’‘s Corner... 
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Ford's ‘Shining Moment’ 


Every mile from the dea:ery’ doors, 
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able. 


to sell it. 


subconsciously telling the truth. 


A Continental is a shining moment - 
the most lustrous name in automobiles 
A Continental is one of the Ford Family of Fine Cars . 


_ these are the five best ways to get from place to place - 


Considering the terrific job Ford did with the Thunderbird, it’s absolutely 
baffling to us that such an ordinary job has been done on the Continental—to 
the best of our knowledge the most expensive American motor car now avail- 


If ever there were a copywriter’s dream, it would certainly seem to be a car 
so ritzy it even has its owner’s name engraved on a gold plaque. Yet this car 
is described as “a shining moment.” We defy anybody to define exactly what 
a shining moment is—especially as it relates to a motor car. And while we're 
defying people, we might as well defy them to define what Ford means by 
calling Continental “the most lustrous name in automobiles.” 

The word “lustrous” means: shining; hence, radiant, lustrous. It stems from 
the word “luster”—meaning “radiance of beauty or renown; splendor, dis- 
tinction.” Well, the only thing we know the Continental to be renowned for is 
its price, and—even in our materialistic society—we doubt that this is enough 


Incidentally, “lustrous” can also mean “shining with reflected light.” It cer- 
tainly is obvious that Continental is trying hard to pick up some of the re- 
flected glory of that other car whose name begins with “C”—and we don’t 
mean the Chrysler Imperial. Maybe the copywriter who used the word was 
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first paragraph than read the middle, and 
so on. Headlines that are not selective 
of the right audience for the copy story 
lose readers at a higher rate than those 
that select the right readers out of the 


It is surprising to me that more ad- 
vertisers don’t use the editorial technique 
when they have complex or newsworthy 
stories to tell. 
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| We've got plenty of figures to prove... 


When you have a sales message you want to deliver, you need circulation facts about 
the media you consider. 

General Outdoor Advertising specializes in facts and figures! As a leader in outdoor 
research, GOA has always realized the importance to the advertiser of scientific circula- 
tion information. When you buy GOA, we’ve got plenty of figures to prove the circulation 
of our outdoor displays. 

For audited circulation figures, effective locations, superior service, buy GOA! 
Whatever your product or service, we can help you turn ‘‘see-power”’ into sales power! 
Call your local GOA office, or write us in Chicago. 


Gencral Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, lilinocis 
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Tips for the Production Man... 


The Design of Action Pop-Ups 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 

Press and of Kenneth B. Butler & 

Associates, Mendota, Ii.) 

The greeting card industry has shown 
the way, but users of direct mail have 
not lagged in adapting action pop-ups 
to their promotion. A lot of it is in- 
genious, and some of it not at all ex- 
pensive to produce. 

The basis of action pop-ups is scoring, 
folding, and die-cutting. Through either 
or all of these, two poles or axes are cre- 
ated. When a page is turned, creating 
motion in one direction, a transverse 
fold creates action in another direction. 


POP-UPS FOR ACTION—Die-cutting and a 
transverse fold offer possibilities in en- 
livening mailing pieces. Advertisers are 
taking a lesson from the greeting card 
people and putting additional punch in 
their promotion—finding that a less cost- 
ly and less pretentious item may com- 
mand more attention than some of the 
more ambitious pieces. 


Employe Communications... 


Let us examine, for instance, a very 
simple one. It formed the basis of a com- 
pact little promotion piece sent out by 
New Equipment Digest. The illustration 
(hen and eggs) on the cover and the 
headline (put your advertising eggs in 
ONE basket) set up the theme for an 
inside pop-up in which the beak of a 
baby chick could be made to open and 
close as the page is opened and closed, 

I have not consulted NED on the op- 
erations involved, but it seems clear that 
in addition to the printing and folding 
there are just two extra operations. One 
is an extra run through the press which 
cuts one simple die-cut line and at the 
same time scores for folding and cre- 
ates a diamond-shaped mild perforation. 
The second step after normal folding 
of the sheet apparently consists of a hand 
operation of poking in the two resulting 
pyramid-shaped areas with the fore- 
finger. This reverses the fold, so that the 
beak of the chick will pop out when the 
cover is opened. 

The foregoing method provides a double 
action. A single V, with the V scored and 
the center fold, folding in the opposite 
direction from the fold of the mailing 
piece, produces an interesting action 
when opened. 


® Another method is to die-cut a slit 
running across both halves of a fold; 
then score the distance between the ends 
of the slits; and give a transverse fold to 
the “hinge” thus created. The section so 
isolated will pop up when opened. The 
use of a French fold provides a cover for 
the hole which is left on the front and 
back cover of a single sheet affair. 

® The hinge, instead of being a rectangu- 
lar shape, may be die-cut into some sym- 
bolizing or illustrative shape that cre- 
ates a picture to tie in with the theme 
or headline of the mailer. 

Another advertiser, Nessler & Wagner, 
Cincinnati, representing Hamilton print- 
ing equipment, got out a not-too-compli- 
cated or expensive mailing piece which 
achieved a pop-up by means of the above 
device, plus third dimension by die- 
cutting the top portion of men at work 
on their equipment and folding it back 
to overlap the main body of the folder. 
When opened, the flaps naturally do not 
lie flat; instead, sticking up a half inch 
or so, they cast shadows and definitely 
create depth for an interesting effect. 


Putting the Spine in Communications 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

There is a company president, active in 
management association work and a bla- 
tant trumpeter in the high councils of in- 
dustry, who won’t allow mention of the 
union in any of his company’s literature. 
We would like to hand him a copy of the 
current issue of International Harvester’s 
“Today” fh order to watch him swallow 
his cigar. 

Anyone skeptical of the intellectual 
strides of employer-employe communica- 
tion owes himself a gander at “Industrial 
Relations Manager,” lead article in the 


‘exerted employe magazine of Har- 
? 


Fo oasis sheen eigen, cleans a 


vester. The hide-bound executive of par- 
agraph one would find himself confronted 
with a bed-rock narrative on industrial 
relations at the company’s Louisville 
works, with a series of photographs of 
officials of Local 1336 (UAW-CIO-AFL), 
and accompanied by blunt, realistic cap- 
tioning that shows unionism in action 
across the table from management. 


® This is no lopsided presentation of the 
management viewpoint. It is the straight- 
from-the-shoulder pictorial report of what 
goes on in a modern industrial relations 
department, and it is built around a 
straight-from-the-shoulder departmental 
manager named Russ Almgren. It pulls 
the curtain back from grievance pro- 


cedures and shows that there is merit in 
opposing viewpoints, that the goal of any 
good management is to aim for the solu- 
tion of problems in a climate of mutual 
respect. The report is as impersonal and 
objective as an electrocardiogram. 

The IH article points out that its rela- 
tions at Louisville are not confined solely 
to UAW-CIO; it also has contracts with 
eight craft unions. And here, big and 
sprawling in the pages of a management 
magazine for employes, are candid views 
of local union officials. 

The picture captions are rich and di- 
rect. UAW spokesman Kenneth Gowen 
says: “You may shrug it off, but this case 
will go further. We contend the guy 
should go back on the job.” Another UAW 
spokesman asks: “In job classifications, 
what’s the difference between assembling 
tractors and assembling trucks?” And in a 
picture panel, Almgren is shown replying 
to typical questions: “This man had no 
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transfer request on file”; “The contract 
says shorter service, not shortest.” You 
get both sides, fairly and honestly—and 


constructively. 


@ The average management would scream 
to the heavens in protest at the thought 
of “publicizing” the union. To the aver- 
age management it would constitute an 
abdication of management’s right to pre- 
sent management’s case. 

The hysteria would be unwarranted. 
The day is coming when the new let’s- 
get-along attitude of progressive man- 
agement will be reflected in balanced, 
equitable articles about unions in com- 
pany journals. “Today” has taken a gi- 
gantic first step, a pioneering step—and 
it will pay dividends in better labor rela- 
tions. A nod to Gerald D. Hurley, editor 
of “Today” at 180 N. Michigan Ave., Chi- 
cago 1, to whom you should write for a 
copy before his supply is gone. 


DRAWTHINKS., &.... 


The COPYWRITER'S Art Course 


Copyright 1956 by Paul Pinson 


Maybe your agency or advertising 
department is so big that you never 
get to speak directly to the art part of 
the business. Maybe there is a slot, 
down which you drop your roughs 
and copy, and another slot for the 
layouts to return to you, while you 
have switched your thinking from 
beer to tires, or from fashions to fur- 
niture. 


Maybe you are the art department 
as well as the copy and idea section. 

In either case, it is still important 
for you to clarify the visual scene in 
your own mind and communicate it 
well. (To the next person, whatever 
your setup.) 


Have you been giving yourself too 
much freedom? The freedom of a 
carelessly placed leg or arm? Some 
copywriters put several legs, arms, 
heads ...various anatomical dis- 
placements, and hope for.the best in 
the comp. 


Has your freedom been the freedom 
of indecisive action? You can draw a 
standing figure, resolutely saying: 
“I'll fight if my shirts aren’t white!” 
The mood just isn’t there when a 
Rock of Gibraltar husband looks like 
the Leaning Tower of Pisa. 

Look, and Drawthink, before you 
leap. 


Too much freedom? Watch out! 
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CAU means 


PHILADELPHIA 


showmanship 


Some people will always have a warm spot in their hearts for the 
circus. Like us at WCAU-TV ... we started our own and 

called it “Big Top.” Today you know it as the ‘‘Sealtest Big 
Top,” a network show of 84 stations with a weekly audience 

of about 10,500,000. That kind of success story can be yours at 
the local level. Because the same WCAU-TV programming : 
talent that created “Big Top” and made it one of the highest 
rated network daytime shows is yours to command, too. 


So when you think of showmanship, think of WCAU. 


WCAU, WCAU-TY he Philadelphia Bulletin Radio and 
TV stations. Represented nationally by CBS Spot Sales. By far Philadelphia's 
most popular stations. Ask ARB. Ask Pulse. Ask Philadelphians. 
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Sterling Earnings Set Record 
Sterling Drug Inc., 


self and subsidiary companies for | the 
the six months ending June 30,|profit for the first half of 1956 is 
1956, as the highest for any half | $8,570,646, an increase of 8% over 
year in the company’s history. | $7, 937,125, the previous year. 


What makes Columbus a Great Market? 


Rich soil... rich pasture lands...a rich area saturated by 
WBNS-TV coverage. That's Columbus... home of the Ohio 
State Fair... where this month approximately 750,000 WBNS- 
TV fans will see: 
The world’s largest sheep and wool show! 
A display of dairy and beef cattle 
representing Ohio's No. 1 Farm enterprise! 


The largest Junior Fair in America! 


Hogs . . poultry and grain entries ..and over 
300 industrial and commercial exhibits! 


This is one of the many reasons why Columbus 
is a great market, and why WBNS-TV's view- 
ing preference in this market assures you of 
a rich return on your WBNS-TV advertising 


NS—TIV 


REPRESENTED BY BLAIR TV. 


chanel 10 + columbus, ohio 


CBS-TV Network .. Affiliated with Columbus Dispatch. . General Sales Office: 33 N High Si 


15 out of 15 Top 
once-a-week shows. 
9 out of 10 Top 
multi-weekly shows. 


(Source: Columbus 
Tele-pulse June 1956) 


Sales for the first half rose 6.6% | 
New York, | to a reported $89,485,316, compared | 


reports net profits and sales for it-| with 1955 sales of $83,917,660 for| 
corresponding period. Net! 


Additives Differ 
Widely in Causing 
Engine Wear: Study 


CorvaLiis, Ore., Aug. 21—The 
brand of gasoline used in an auto- 
mobile engine can have a big ef- 


|| fect on piston ring wear, research- 


ers at Oregon State College, have 
reported. The research said noth- 


|ing about advertising, but the re- 


port contained such talking points 


|as these: 


| 
HANDY—Hooven & Allison Co. | 
Xenia, O., is packaging its mantle 
and sisal rope in this new box. The 
| rope itself is measure-marked 
|every five feet. The box, printed 
in colors which differ according to 
the type of rope, was designed by 

Hinde & Dauch, Sandusky. 


Georgia State Unit 
Places Account 
with Wayne, Tucker 


ATLANTA, Aug. 21—Wayne, 
Tucker & Co. has been chosen by 
the Georgia Advertising Commis- 
sion to handle a $100,000 national 
advertising drive to promote Geor- 
gia industries. 

The project, which will be 
known as the “50-50 plan,” will be 
financed jointly by the state and 
private industries. The plan was 
worked out by Scott Chandler, | 
secretary of the state department 
of commerce. 

“This new plan will be of vast 
benefit to Georgia,” said Gov. 
Marvin Griffin. “And it has been 
a pleasure for me to provide $50,- 
000 in state funds to be matched by 
$50,000 furnished by various as- 
sociations in Georgia to put it into 
effect.” 


® Gov. Griffin said 1956 “is turn- 
ing out to be Georgia’s alltime 
best as far as industrial growth is 
concerned.” He pointed out that 
126 new industries were estab- 
lished in the state between Jan. 1 
and July 1. 

“This total far exceeds the 68 
industries established in the same | 
period last year,” the governor | 
said. “It is well along toward the | 
total of 281 industries added dur~} 
ing all of 1955.” 

The state chamber of commerce | 
and other groups have pledged 
support to the project, according | 
to Gov. Griffin. Although complete 
plans have not been formulated, it 
was learned that national maga-_ 
zines and other periodicals will be | 
used. 


e A study of the effect of six 
commercial premium gasolines on 
corrosive piston ring wear showed 
that the highest rate of wear was 
more than 10 times that of the 
lowest. The brands were not iden- 
tified. 

e Rate of wear increases in pro- 
portion to the amount of excess 
“scavengers” in the anti-knock 
fluid used in gasoline. 


e Of six brands tested, two caused 
relatively low rate of wear. The 
10-to-1 disparity in degree of wear 
between the top and bottom brands 
may be accounted for by the vary- 
ing contents and type of anti- 


knock fluids used, reported Laird | 


W. McKee, graduate student in en- 
gineering who performed the test. 


e Three anti-knock fluids are 
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used in today’s gasolines, Mr. Mc- 
Kee said: 1-T aviation mix, motor 
mix, and motor plus. Research 
showed that gasolines using the 
aviation mix appear to cause the 
least wear, but motor mix, most 
popular anti-knock fluid used to- 
day, and motor plus, caused a con- 
siderably higher rate of wear. 

The research was directed by W. 
H. Paul, professor of mechanical 
engineering, and Milosh Popovich, 
in charge of the engineering ex- 
periment station. 


Publishes Film Booklet 

A new 20-page booklet, “The 
Opportunity for Sponsored Films,” 
is available free to business exec- 
utives. The booklet presents facts 
and figures on film audiences and 
how to reach them. It was pre- 
pared by Modern Talking Picture 
Service, 3 E. 54th St., New York, 
which specializes in distribution of 
sponsored films. 


Haywood Becomes Consultant 

Bradford Haywood, national di- 
rector of art and package design 
of Milprint Inc., Milwaukee pack- 
aging company, has resigned ef- 
fective Sept. 1. After a vacation, 
Mr. Haywood plans to enter the 
packaging consultant field, and 
will set up his own company, with 
offices at 106 W. Mall, Milwaukee. 


REMEMBER. 
when you'reg: 
placing 
automotive 
adver- 
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CANTON 
: 1S A BIGGER -: 
"AUTOMOTIVE MARKET 


THE ONLY 


A Brush-Moore Newspaper 
represented nationally by 
Story, Brooks & Finley 
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MEREDITH Kade and Tdeison STATIONS 
affiliated with Better Homes and harden and Successful Farming magazines 


Represented by KATZ AGENCY INC. 


JOHN BLAIR & CO. 


BLAIR TV, INC. 
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Advertising Age, August 27, 1956 


Dazey Plans Magazine Drive 

Dazey Corp., St. Louis, a unit 
of Landers, Frary & Clark, has 
scheduled its heaviest campaign, 
using 12 consumer magazines and 
15 business publications, to pro- 
mote the Dazey Canaramic, Ice- 
ramic, Mixerator and other gift 
items this fall and Christmas. Me- 
dia list includes Bride’s Magazine, 
Esquire, Family Circle, Forecast 
for Home Economics, Good House- 
keeping, Life, Living for Young 
Homemakers, McCall’s, Sunset 
Magazine, The New Yorker, True 
Story and What’s New in Home 
Economics. Goold & Tierney, New 
York, is the agency. 


Gourtain-Cobb Names Two 
Gourfain-Cobb & Associates, 
Chicago, has appointed Ferdinand 
Isserman Jr. an account executive 
and Norman D. Arsenault a group 
art director. Mr. Isserman former- 
ly was with Aubrey, Finlay, Mar- 
ley & Hodgson; Mr. Arsenault 
previously was an associate art di- 
rector of Ruthrauff & Ryan. 


Stickin’ 


Aroun. 


EN-STIK 


KLEEN-STIK— the People’s Choice! 
In every state, advertising and sales 
people nominate KLEEN-STIK for 
the P.O.P. Presidency! Delegates 
‘point with pride” to the solid sup- 
port this self-made adhesive gives 
to displays with its easy peel-and- 
press platform. Check yes of 
this recent popularit —it’s a 
“‘landslide”’ for KLEEN-ST IK! 


M-m-m-m—Sweet LALANI! 
There’s nothing ‘‘upside-down”’ 
— — nove 3-B Shelf Stri 


San Francisco’s SAF 
ate ved - romote pine- 
cakes made with 
and 


Way 


AUSTRANDER. Safe- 
A $-% Prod. Mgr., the clever 
at and- nes some display 
goes up 80 easy . so tasty . 
and sticks so tig t— thanks to the 
KLEEN-STIK Strips! ‘‘Sweet’’ 
Porn by INDEPENDENT 
HO CO., S.F., through sales- 


Take a Powder... 
...and PAVE it in a shaker- 
can—as NO aed — 
Wha’ hoppens? Sometimes the 
arrives at its tion 


with more powder outside the can 
than in! So'Ad Mgr. MEL ADER 


| Rg 7x Ph pe with DICK WOHL- 


Label’”’ salesman for 
ALLEN HOLLANDER CO., 


ere y pee ina if, Teepe the 
kote wl a jiffy, it 4 
oe a et peels 


potaedon ie ane 
Nest cat 10 so 


No wonder KLEEN-STIK is the 
**favorite son’’! North, South, East, 
and West, it wins the majority vote 
for bumper strips, window stream- 
ers, die-cut signs, and lots more! 
Run—don’t walk—to your regular 
printer or lithographer to see his 
winning slate of K -STIK ideas 
—or write for the free “‘Idea-of-the- 
Month.” 


KLEEN-STIK PRODUCTS, INC. 


7300 West Wilson Avenue ¢ Chicago 31, il. 
Peneers in pressure sensitives ter Advertising sed | sbeling 


DISCOVERED 


a new. down. deep-in-the-shin Clean feeling 


APPROPRIATE—An optical illusion of 
depth introduces a new deep 
cleanser produced by Andrew Jer- 
gens Co. Ads in ten national mag- 
azines are scheduled for this fall 
and Steve Allen’s show will carry 
announcements. Stockton, West, 
Burkhart, Cincinnati, is the agen- 
cy. 


Kraft Tops Trendex 
TV Sponsor Identity 
List: Revlon Is 2nd 


New York, Aug. 21—The hardy 
perennials are still setting the 
pace in the sponsor identification 
sweepstakes. 

Leaders among the 76 weekly 
shows rated in the June-July 15- 
city index published by Trendex 
were “Kraft TV Theater” (88.3), 
“$64,000 Question” (Revlon, 85.6) 
and “Your Hit Parade” (Lucky 
Strike, 85.5). 

Other shows for which 70% or 
more of the people knew the cor- 
rect name of the sponsor were: 
“Lux Video Theater” (82.8), “U.S. 
Steel Hour” (82.7) Groucho Marx 
(DeSoto 80.0); Lawrence Welk 
(Dodge 78.8), “I’ve Got a Secret” 
(R. J. Reynolds, 78.3), “Cavalcade 
of Sports” (Gillette, 76.2), “$64,- 
000 Challenge” (Revlon, 76.2), 
“Amateur Hour” (Pharmaceutic- 
als, 76.1), “Talent Scouts” (Lip- 
ton, 75.8) and Ed Sullivan (Lin- 
coln-Mercury, 75.3). 

In most instances these listings 
do not show how alternate spon- 
sors are faring in the sponsor 
identification department. Since 
interviewing covered only the first 
seven days in each month, the fig- 
ures, in the majority of cases, in- 
dicate how only one of two alter- 
nating sponsors is doing. 

The report includes no figures at 
all for multi-sponsored shows such 
as “Arthur Godfrey & His Friends” 
and “Disneyland.” 


Skip Routine: Sell 
‘Expert-Making’ Data, 
Space Salesmen Told 


Masupee, Mass., Aug. 21—Space 
salesmen got a lot of hints on how 
they can make more money at the 
annual sales meeting here of 
Modern Materials Handling. 

Robert O’Donnell, vp of Erwin, 
Wasey & Co., New York, cautioned 
the space men against giving ac- 
count execs “the same facts and 
figures we can get more briefly 
from people you’ve called on in 
media departments.” 

What the account man wants to 
know is “the news, the unusual 
facts about your field that will 
reinforce our ‘expertness’ with 
clients,” he said. 

“Every account executive needs 
to know things that will raise his 
marketing horizon. We need the 
kind of things that will help main- 
tain our standing as ‘experts.’” 


George Kiernan, of the Eastman 


Research Organization, New York, 
said that “few clients or agencies 
have the time to read all the in- 
dustrial publications they must use 
to do the job. One of the important 
tools the salesman has to use today 
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rates and circulation. It has im- | And its editorial department knows 
portant and current information in | 
its market research department, Its|men in the field. Using these, an 
circulation and list-building de-| integrated package can result in 
partments can pinpoint prospects. ! more sales of advertising pages.” 


what’s new and what interests 


is to tell the client what editorial 
job his magazine is doing and how 
well the book is doing it.” 


® Robert D. Hall, of Hugh H. Gra- 
ham Associates, New Britain, 
Conn., said that “today’s industrial 
magazine has more to sell than just 
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WTAO Appoints O’Connell 

WTAO, Boston, has appointed 
Richard O’Connell Inc. its nation- 
al representative. 


New York, Aug. 21—The fluid 
heating and cooling industry will 
reach an estimated volume of 
$353,000,000 this year, according to 
John E. Reed, president of the 
Better Heating-Cooling Council. 
This will represent a 10% gain 
over 1955.- 

“By 1961, we fully expect to ex- 
ceed $500,000,000 in volume,” Mr. 
Reed also declared. 

These rosy prophecies were part 
of the industry’s observance 
of “Better Heating-Cooling Week” 
of “Plumbing-Heating-Cooling 


The ‘‘heart" of Warwick 
Fotosetter* machines. The 
modern way to set type. 
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Here's the modern way 


to set ty 


pe...and SAVEI! 


The above sketch shows why Warwick Fotosetter* 

composition is both fast and economical. 
Photographic images of the type characters (shown 

in sketch) are automatically exposed at the rate of 


480 per minute.. 


.8 a second. 


If one reproduction proof is all that is required, 
sensitized photographic paper is loaded into the 
rocessed 


camera, ex 
finished. 


P 


...and presto, the job is 


Economical? You bet—because it is fast and re- 
quires the absolute minimum amount of handling. 


Type may also 


be set on film which is used for a 


variety of purposes. 

Investigate today. Let us show you how you can 
cut costs on your typesetting. 
*Trade Mark Reg. intertype Corp. 


WARWICK TYPOGRAPHERS, inc. 


920 Washington Avenue «+ St. Louis 1, Mo. 


Warwick Serves Clients in 40 States. 
Canada, Mexico and Cuba. 
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Heating-Cooling Council Points to Gains in 
Boiler-Using Field; Sets PR Push, Eyes Ads 


Month” of “Home Improvement 
Year.” 

Practically all of the industry 
trade associations have reported 
sharp gains in volume this year, 
Mr. Reed pointed out. For the 
first quarter of '56, the Institute of 
Boiler & Radiator Manufacturers 
announced an increase of 28.3% in 
shipments of baseboard type radia- 
tors, a 13.1% gain in cast iron boil- 
ers and a gain of 36.8% in com- 
mercial finned-tube radiation. 

The Gas Appliance Manufactur- 
ers Assn. has announced a 39.9% 
increase in shipments of gas heat- 
ing boilers during that period. 
But in contrast, Mr. Reed pointed 
out, other types of gas fired heat- 
ing systems showed a gain of only 
2.7% during that period. 


= For many years, the fluid heat- 
ing and cooling industry failed to 
glamorize properly and merchan- 
dise its product, Mr. Reed asserted, 
and other types of heating equip- 
ment began to make inroads in its 
traditional market. 

“It has taken us a few years, but 
we finally are beginning to solve 
the problem of selling our quality 
product to consumers who had 
nearly forgotten it,” he said. 

“They were more concerned 
with buying washing machines, tv 
sets and kitchen appliances for 
their homes than providing their 
families with good heating.” 

The resurgence of the industry 
also has been due in large measure 
to the many advances in equip- 
ment, he said. These include radia- 
tors or convectors that both heat 
and cool, split systems to tie in 
with hot water heating systems in 
older homes and built-in water) 


heaters that fit right into the hot! : ¥ 


water boiler. 


s More and more prospective 
home buyers now are demanding 
fluid heating systems, he main- 
tained, including many in the Mid- 
west, an area where little hot wa- 
ter and steam heating had been 
used in the past. 

Mr. Reed also characterized the 
formation of the Better Heating- 
Cooling Council as a “step of out- 
standing significance in this indus- 
try. 


s “It marks the first time in our 
100-year history that member com- 
panies from all four major trade 
associations have joined in an in- 
dustry-wide common organization 
dedicated to a common purpose,” 
he said. 

Established six months ago, the 


council now is comprised of 44 


members and maintains a six- 
member staff to carry out a year- 
round public relations and public- 
ity program. By 
council expects its efforts to be 
augmented by an advertising budg- 
et. 


@ One major venture just com- 
pleted by the council is an all- 
industry election of a Comfort 


1957-58, the) 


throned on a new 
combination wa- 
ter-fed heating 
and cooling unit 
are the “Comfort 
Queens” elected 
by Better Heat- 
ing-Cooling 
Council. Miss 
Sunny Warmth 
(Mae Conley) 
and Miss Sum- 
mer Cooling 
(Louise Riley) 
personify “the 
advances made in 
the hot water and 
steam heating 
and cooling in- 
dustry.” 


| Queen. Voting among the 50,000 
| wholesalers and contractors was so 
| close that twin queens were named 
| —Miss Summer Cooling and Miss 
|Sunny Warmth. They are currently 
appearing on tv and radio shows 
and on business publication covers. 
The next council project is a col- 
or cartoon movie promoting the 
benefits of hot water heating and 
| cooling. 
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. Get twice the Sales Punch with 


SCOTCHLITE 


REFLECTIV 


© SHEETING 


Hank’s no mad hatter. His truck fleet sells day and night with 


messages of brilliant SCOTCHLI 


TE Sheeting. They never hide in 


the dark. They're over 200 times as bright as white paint. Every 


set of headlights makes them 


a ‘spectacular’. Durable, easily- 


maintained SCOTCHLITE emblems give trucks a big edge in safety, 
too. Let emblems of SCOTCHLITE Sheeting put your message on 
the road —round the clock. For a free demonstration write Minnesota 
Mining & Mfg. Co., Dept. AA-8276, St. Paul 6, Minn. 


rk of Mi Mining & Mfg. Co. 


“SCOTCHUTE™ Reflective Sheeting is a 
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Advertising Age, August 27, 1956 


Advertising Expenditures in Farm 


Publications, First 6 Months, ‘56 


Advertisers who spent $25,000 or more in farm publications during 
the first six months of 1956 are listed in the following tabulation. The 
figures were compiled by Farm Publication Reports, Chicago, and in- 
clude advertising in the 39 member farm publications. 


General Motors Corp. ............ $1,149,112 | Gehl Bros. Mfg. Co. oc. 


International Harvester Co. ...... 
American Cyanamid Co. .......... 
Ford Motor Co. 
Massey-Harris-Fergusson ............ 
General Electric Co. ees 
Minneapolis-Moline Co. .... 
Deere & Co. 
Allied Chemical & Dye ............ 
Allis Chalmers Co. 2.0.0... 
General Foods Co. 
Chas. Pfizer & Co... 
IIE SIIID. - dasiniscniliersenteitcorses 
New Holland Machine Co. ...... 
Firestone Tire & Rubber Co. .... 
J. 1. Case Co. 
Goodyear Tire & Rubber Co. .. 
General Mills 
U.S. Steel Corp. ..... 
Rexall Drug Co. .........cccsseeseeeres 
Standard Oil Company 

of i 
American Telephone & 

Telegraph Co. ......ccceesceeseseees 
Phillips Petroleum Co. .............. 
SII, casenincivernentcsetninecere 
Western Auto Supply Co. ........ 
Johnson & Johnson 
Swift & Co. 
R. J. Reynolds Tobacco Co. ...... 
Dow Chemical Co. 
Monsanto Chemical Co. ............ 
ners 


PI cece ctesstsinsccnnensesassee 
Brown & Williamson Co. .......... 
E. |. DuPont de Nemours Co. .. 
Aluminum Co. of Americe ........ 
Delaval Separator Co. ............ 
Nutrena Mills 
Moorman Mfg. Co. ..... ar 
Union Carbide Co. .........00c00000+ 
Virginia Carolina Chemical Co. 
American Home Products 
Morton Salt Co. 
B. F. Geadelah Co ......c0c0..00<0500 
Socony-Vacuum Co. .........cc00000 
IN GB, ccisscccircesenarsereosonets 
Corn Products Refining Co. .... 
Sinclair Refining Co. .........00.+ 
Lion Oil Co. 
Aveo Mfg. Corp. .....ccccceesereeeerees 
National Stee! Corp... 
DeKalb Agricultural Assn. ........ 


Calfiornia Spray & Chemical Co. 


Standard Brands . 
Ralston Purina Co. cieeasineniitinskieets 
Sey GE CO. ccccsctennicomnecccessccoese 
Willys Motors 
New York Life Insurance Co. .... 
Food Machinery & Chem- 

ical Co. 
Colgate-Palmolive Co. ...........-.. 
Keystone Steel & Wire Co. ...... 
Borg-Warner Corp. .....-..-.-.00- 
Campbell Soup Co. ...... er 8 
Caterpillar Tractor ......c.ece.------ 
Northrup King & Co. «2.2.0... 
Gs. doahak. Corp. i 
Continental Oil Co. .................. 
SIN TEM, inrpaccecsnernsoeseineccis 
Institute of Life Insurance Cos. 
Assn. of American Railroads .... 
National Biscuit Co. .................. 
i. See 
Portland Cement Co. ................. 
Norwich Pharmacal Co. ............ 
J. A. Folger & Co. . seams 
American Electric light & n 

eer 


Gulf Oil Corp. . 

Timken Roller Bearing On. 
Fairbanks-Morse Co. 
Alabama Flour Mills. 
Batter Wie. Cie scecssicinsnes....55-- 
Dairy Equipment Co. ..... 
Murphy Products ..............00000- 


seenennenenenernenenes 


929,056 | Sherwin-Williams Co. ............... 
923,079 
917,025 | State Farm Insurance Co. ........ 
856,323 | Weyerheuser Sales ...........-.0------ 
478,323 | McMillen Mills 
393,396 | Eaton Mfg. CO. ..ccccssssvssessesnnsee 
389,555 | Wisconsin Motor Corp. .... 
327,850 | Sterling Drug 
322,452 Whirlpool Corp. 
322,260 | Equitable Life Assurance Assn. 
298,874 | Kewanee Machinery Co. .......... 
264,578 | Coats & Clark ..........ccsccoccosesseses- 
258,290 | Merck & Co. 
250,259 | Spencer Chemical Co. .............. 
245,313 | Pfister Associated Growers 
225,089 | Commercial Solvent 
222,214 Brillion Iron Works 
219,842 | F. E. Myers & Bros. .......... 
214,820 | J. R. Watkins & Co. a 
Cities Service Co. .......cccccseeeeeee 
Slager Mfg. Co. ...cccccccscsscosessees 
Wlinois Farm Supply Co. .......... 
202,996 | Wesson Oil & Snowdrift Co. .... 
199,489 Mathieson Chemical Corp. ........ 
192,808 | | Electric Auto-Lite Co. 2.0... 
190,958 Hanson Chemical Equipment Co. 
190,011 | Granite City Steel Co. 
181 410) | Land-O-Lakes Co. ....ccccccseseeeseees- 
176,894 American Potash Institute . 
173,910 | Armco Steel Corp. .....cssssssseecs-: 
163, 190 | Wolverine Shoe Tan Co. . 
163,159 | James Mfg. Co. .....ccccccesseseeeeeees 
156,590 | Ball Brothers Co. 
153,480 
148,935 
142,222 


Ae eeeneeeeereeseereereee 


seen eererereeenseeerseres 


203,379 


Je anna en enneeerenensereeneneeeees 


Oelwein Chemical Co. ...... oa 
Canadian Government .............. 
American Agricultural Chemicals 


140,032 
138,042 
136,724 
136,080 | 
134,395 
133,950 | McCulloch Motors ...........000000 
133,711 | Eli Lilly & Co. ............. 
129,464 Bristol-Meyers Co. ..... 
128,592 | | Chemstrand ee 
127,612 | Consolidated Products 


127,123 | Rileo Laminated Co. .sccccs.ssss-- 
125,793 | Dr. Salsbury’s Laboratories ...... 
122,248 Johns-Manville Co. ......cseccsoees o++ 
119,649 | Ft. Dodge Laboratories 
|Cannon Mills 


117,938 


109,413 | Clorox Chemical Co. ............-.. 
106,658 | Colorado Fuel & Iron Co. ........ 
Kentile Inc. 
Cargill Inc. 
| Inland Steel Products ................ 
101,697 M ite Corp. 

| E. R. Squibb & Sons 
Tampax Inc. 
| Behlen Mfg. Co. ..... = 
| Allied Mills .........cccverseee 


| Homeggers & Co. .........ceccceseeees 


A eneeeeeeeeeeeeeeneenenenonsenes 


seeeeeenenesceeenes 


93,056 | BI BR A TIN. cetatesesistelncnvshctncensine 
92,994 | | Armstrong Cork Co. .......000.00-: 
92,102 | F. S. Royster Guano Co. .......... 
91,400 | American Chemical Paint Co. .. 
89,708 | Gland-O-Lac Co. 
89,703 Armstrong Rubber Co. . 

88,700 | Warren Petroleum co. « 
83,424 | Globe Milker .. aie % 
78,720 | Hartford Fire Insurance ry it. 
78,270 | International Milling Co. 
76,593 | Fox River Tractor Co. ................ 
72,764 | Vick Chemical Co. ..........0000000 
72,739 
71,434 
70,443 
69,851 


69,585 
68,004 
66,430 
66,195 
65,950 
65,452 
64,765 
64,287 
63,876 
62,504 
61,699 
61,100 
60,567 


Funk Bros. Seed Co. 


Kellogg Co. .....crrseesevee or 
Western Land Roller Ce. « easeinbs 


Tappan Stove Co. ...ccserereeeees 
Rheem Mfg. Co. .. eeiiieginse 
H.W. Naylor CO. sncsnonn.-. 


Kaiser Aluminum & Chemical Co. 


60,191 
59,360 


58,170 | 


57,220 


53,076 


50,725, 


50,000 
48,842 
48,805 | 
48,786 | 
48,773 | 


48,542 | 


48,500 
48,003 
47,400 | 
47,288 | 


46,483 | 


45,775 
45,546 
45,443 
45,222 
44471 
44,322 


44,000 
42,720 
42,398 
42,166 


300 
36,011 
35,952 | 
35,667 | 


BVD RETURNS TO OUTDOOR—BVD Co., 


New York, men’s 
wear manufacturer, has resumed outdoor advertis- 
52,880 ling after an absence of several years. It is using 
52,460 | 15’x60’ permanent painted bulletins in major mar- 


the agency. 


and tv spots. Al Paul Lefton Inc., 


89 


kets in the eastern states. Repetition of the outdoor 
bulletin design is being used in BVD magazine ads 


New York, is 


| A. ©. Smith Corp. cosccscsscsscsseces 27,374 
| | Dunlop Tire & Rubber Co. ........ 27,350 
| Congoleum-Nairn ...............0:000+. 27,300 
| Pittsburgh Plate Glass Co. ........ 27,000 
Seven-Up Co. .......00+ . 27,000 
W. F. Young Ine. ceecccseccscsnn 26,958 
Interstate Nursery Co. ............ 26,734 
Pp tae. 26,620 
| Eclipse Lawn Mower Co. ........ 26,430 
| Anchor Serum Co. .........0cccc0 26,419 
‘Starline | AEA 26,389 
Anderson Box Co. 2.0... 26,316 
| International Salt Co. .............. 25,998 
I Sistas ctnccertescowreccese 25,970 
Dempster Mill Mfg. Co. ............ 25,372 
Thos. Leeming & Co. ........ os 25,342 
Coast to Coast Co. ......cccccee 25,194 
See 25,072 


Blue Chip Stamp 
Plan Moves on 
to San Francisco 


(Continued from Page 1) 
Purity and Thrifty Drug Stores 
activated the Blue Chip plan in 
their Sacramento, Woodland, Da- 
vis and Roseville stores. The com- 
panies report it met with “consid- 


erable success.” 


With the commencement of the 
Bay area stamp program, residents 
of the areas adjacent to the stores 
of the various food chains will be 
mailed a catalog picturing and list- 
ing more than 1,000 premiums 
they may receive in return for col- 
\lecting Blue Chip stamps. 
| One stamp will be given for 
{each 10¢ purchase. Announcement 
| will be made soon of the location 
|of a series of redemption stores 
where stamp savers may exchange 
books of stamps for merchandise. 


s “The Blue Chip stamp plan,” 
Mr. Sargent explained, “is unlike 
most other stamp programs in that 
the company will be a non-profit 
organization. A formal invitation 
will soon be made to invite active 
participation of retailers not han- 
dling stamps.” 

Mr. Sargent stressed the fact 
that the Blue Chip program was 
devised to be non-profit “so as not 
to increase store prices” and “at 
the same time to return the max- 
imum value in merchandise to 
the customer. 

“Extensive use of newspaper ad- 
vertising is planned in the San 
Francisco bay area,” Mr. Sargent 
declared, “in order to announce 
the advent of our Blue Chip 
stamps.” 


Connell Names Exec VP 

Don W. Connell has been elected 
exec vp of the Market Research 
Corp. of America. Mr. Connell, 
who has been in charge of the 
company’s western division since 
1954, will continue as director of 
the division, with headquarters in 
San Francisco. He has been with 
the company since 1940. 


Gas Station Forces 
Seek ‘Protection’ 
From Suppliers 


WASHINGTON, Aug. 24—Gasoline 
station operators who met here 
this week jealously eyed the re- 
cently enacted automobile dealers’ 
“day in court” bill as a possible 
solution for their ancient griev- 
ances against gasoline suppliers. 

While they are not specifically 
demanding similar legislation for 
their industry at this time, the 
“day in court” bill came in for 
extensive discussion and praise. 

When the bill passed Congress 
last month, there were predictions 
that many retail groups which 
have complained about “pressure” 
from suppliers would be asking 
Congress for federal legal assist- 
ance of this type. 

For years the gasoline dealers 
have protested to congressional 
committees, the Federal Trade 
Commission and the Department 
of Justice that gasoline suppliers 
dictate the price they should 
charge, as well as the lines of 
tires, batteries and accessories they 
should: carry. 


® Despite repeated congressional 
investigations, and recent FTC 
and Justice Department action, the 
gasoline dealers say suppliers are 
developing new techniques which 
keep the service station operators 
at their mercy. 

Spokesmen for 200,000 station 
operators who met here this week 
complained particularly about 
short-term leases, with 30-day 
cancelation clauses. They contend- 
ed that service stations are in an 
even less favorable situation than 
the auto dealers, who complained 
that manufacturers are able to 
force unwanted merchandise by 
threatening to cancel franchises. 


s In the past the service stations 
have fought for stronger enforce- 
ment of the Robinson-Patman an- 
ti-price discrimination law. At a 
meeting this week of the National 
Congress of Petroleum Retailers, 
it was evident that service station 
operators have become impatient 
over the years of litigation, and 
the conflicting court decisions that 
have resulted from FTC efforts to 
prevent gasoline companies from 
giving price advantages to carload 
distributors who sell cut-price 
private brands in competition with 
stations handling nationally adver- 
tised brands. 

With the Robinson-Patman cases 
still a long way from settled, in- 
dustry leaders considered the pos- 
sibility of a gasoline dealers’ 
“day in court” bill similar to the 
one which recently was approved 
for the auto dealers. 

After extensive debate, the con- 
vention finally adopted more con- 
ventional resolutions for the pres- 
ent. It renewed its demand for an 
“equality of opportunity” bill, out- 
lawing price reductions if they 


injure competition. This legisla- 
tion passed the house this year 
but failed to come up for Senate 
debate. The convention also de- 
manded that FTC bring “divorce- 
ment” proceedings against suppli- 
ers who operate cut-price stations 
in competition wtih their regular 
retail customers. 


® In signing the “day in court” 
bill, President Eisenhower pointed 
out that it represented unprece- 
dented intervention by the federal 
government to help a special group 
of business men. 

The president noted that the en- 
forcement of business contracts is 
a matter usually left to the indi- 
vidual business men involved. He 
said he was going along with Con- 
gress in this instance because there 
is clear proof that the auto manu- 
facturers exert such tremendous 
economic power that dealers are 
unable to stand up to their de- 
mands. 


| 

® The dealers’ “day in court” bill 
specifies that dealers can go into 
federal courts to recover damages 
if their franchises are canceled for 
“arbitrary” reasons. Whiie the 
manufacturer still retains a right 
to cancel franchises for reasons 
spelled out in the contract, the 
purpose of the bill is to prevent 
cancellations where dealers refuse 
to accept unordered merchandise, 
or to abide by other requests of the 
manufacturer which are not re- 
quired by terms of the franchise. 

The gasoline dealers who are 
advocating this form of legislation 
for their industry contend that 
suppliers use their economic power 
to force stations to engage in price 
wars, to dictate that stations carry 
private brands of tires, batteries 
and accessories, and to open more 
stations in areas that are already 
oversupplied. 


Coutlee Leaves Newspaper 
to Return to New York 


Douglas Wakefield Coutlee, gen- 
eral advertising manager of the 
Beckley Post-Herald and Raleigh 
Register, Beckley, W. Va., since 
1953, has resigned to return to New 
York, where he had worked many 
years in advertising, editorial and 
public relations fields. Mr. Coutlee 
was director of advertising of 
Merck & Co. and editor of “The 
Merck Report” for 20 years. Prior 
to that he was ad manager of E. R. 
Squibb & Sons. 

Mr. Coutlee has announced he 
plans to reenter the pharmaceuti- 
cal field. 


Geyer Moves Office 

Geyer Advertising will move its 
headquarters from 745 Fifth Ave. 
to 595 Madison Ave., on Aug. 27. 
The move will permit consolida- 
tion of offices. Since the acquisi- 
tion of W. Earl Bothwell agency in 
mid-1952, Geyer has maintained 
the Bothwell space at 711 Fifth 
Ave. along with the 745 Fifth Ave. 
space it occupied first in 1935. 
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Rate Hikes Set by 53 
Consumer Magazines 


(Continued from Page 3) 
creases from $1,700 to $2,000. The 
circulation guarantee moves up 
from 160,000 to 175,000. 

House & Garden, with its Feb- 
ruary issue, boosts its bew 6.3%, 
to $3,350, and the four-color rate 
5.9%, to $4,975. The circulation 
base will be advanced 5.6%, to 
475,000. 

With the January issue, Scouting 
moves its b&w page rate up 14.3% 
from $1,470 to $1,680. The circula- 
tion guarantee remains at 1,000,- 


Seventeen increases its bew rate 
from $3,125 to $3,375 and four- 
color from $4,650 to $5,075, effec- 
tive with the February issue. Cir- 
culation will be boosted to 940,000, 
an increase of 40,000. 

Yachting pushes its b&w rate 
from $650 to $780, an increase of 
20%, while the four-color rate 
moves up 22%, from $900 to $1,- 
100. The rate, effective with the 
October, 1956, issue, advances the 
circulation base from 56,000 to 
70,000, an increase of 25%. 


= Reader’s Digest, beginning with 
the January issues, raises its ad 
rates in 14 of its international edi- 
tions, mainly in Latin America and 
Scandanavia. With the exception 
of the Portuguese edition all of 
the Latin American editions will 
have rate boosts, ranging from 
10% to 15% on b&w pages. Four- 
color hikes are under 10%. Rate 
advances for the Scandanavian 
editions, including the Swedish, 
Danish, Norwegian and Finnish 
editions, vary from 2.3% for a 
b&w page in the Danish edition to 


Finnish and Swedish editions both 
show circulation advances. 

Among the Reader’s Digest 
Western European editions, only 
the Iberian (Spanish) edition is 
experiencing a rate boost. The b&w 
page rate goes from $220 to $260 
with four-color moving from $330 
to $400.-Circulation advances from 
110,000 to 130,000. 

British Commonwealth edition 
of the Reader’s Digest showed rate 
boosts in the South Pacific com- 
bination as well as the Australian 
and New Zealand editions ranging 
from 12% to 26.8% for a bkw 
page. The South Pacific combina- 
tion will advance its circulation 
10.5% from 475,000 to 525,000, 
with the Australian edition going 
from 400,000 to 450,000, an in- 
crease of 12.5%. 


s Time’s Latin American, Pacific 
and Atlantic editions are increas- 
ing both their b&w and four-color 
rates. B&w will be advanced to 
$830, $875 and $1,325, respectively. 
The new rates go into effect early 
next year. All three books will ad- 
vance their circulation ranges at 
the same time. 

Maclean’s, effective with the 
March issue, raises its b&w rate 
10% from $3,045 to $3,350 with 
four-color showing a similar in- 
crease percentage-wise from $4,- 
325 to $4,760. The Canadian mag- 
azine’s circulation guarantee will 
go from 510,000 to 565,000, an in- 
crease of 10.8%. 

Vision, starting Jan. 1, raises its 
b&w and four-color rates by 5%, 
with the circulation guarantee go- 


26.9% in the Finnish edition. The|ing up 7% to 107,000. 


Furst 


ucey 
BEAUTY AND THE TIME BUYERS—A couple of agency men were on the 
panel of judges who selected Miss Washington of 1956 (Margo 


Lucey). Here, enthusiastically 
Douglas Yates, Batten, Barton, 


Furst, Dancer-Fitzgerald-Sample. 


congratulating the winner, are 
Durstine & Osborn, and Lionel 
WWDC, Washington radio sta- 


tion, sponsored the contest. 


Schaefer Beer 
Integrates Ad 
Art with 6-Pack 


(Continued from Page 3) 
Vowes, wholesale sales manager; 
B. W. Hackstaff, vp of production; 
W. W. Lee, retail sales manager; 
J. T. Morris, vp of marketing, and 
Mr. Nemesh. 

The committee was formed to 
discuss all packaging problems, 
Mr. Soderlund reports. “We want- 
ed to get the bugs out of a problem 


| before they had a chance to devel- 
| Te and also to evaluate new ideas. 
e group meets about nine times 
la year.” 
The idea for the current pack 
|developed about a year ago. The 
|committee’s suggestions were ap- 
| proved by R. J. Schaefer, president 
and board chairman, and turned 
— to the brewery’s agency, Bat- 
ten, Barton, Durstine & Osborn. 
_BBDO developed the art work de- 
sired and the advertising tie-in. 
The cartons were produced by 
Container Corp. of America. 

The new package, holding six 
12-0z. cans, is being displayed in 
80,000 retail outlets in 14 eastern 
coastal states. Twelve different 
subjects are featured. 


Advertising Age, August 27, 1956 


‘Quick Dollar’ Is 
What Ails Radio, 
Station Man Says 


(Continued from Page 2) 
casting as a whole.” 

2. Pricing advertising “so cheap- 
ly that it is impossible for them to 
produce program commercials of 
the caliber they purport to sell.” 

3. “. . . Some broadcasters en- 
gage in the practice of ‘double 
billing’ of cooperative advertising, 
with the result that the retail es- 
tablishment pays nothing or vir- 
tually nothing for the advertising 
it gets on radio.” 


s This, Mr. Kops noted, is not 
only “fraudulent,” but also regret- 
table—“because a man who pays 
nothing for the advertising he re- 
ceives can hardly be expected to 
believe in its benefits.” 

4. Basing the broadcasting oper- 
ation “solely on the pursuit of 
heavy commercial schedules in- 
terlaced with promotional gim- 
micks, with no thought of the 
solid foundation to be built for 
the future.” 

“We have a right to be critical 
of these things within our me- 
dium,” Mr. Kops declared, “be- 
cause we know full well that 
wherever radio is operated sound- 
ly it proves itself as the medium 
bringing the greatest gain in com- 
munity advancement and _ the 
greatest return for the advertising 
dollar.” 


Nielsen Boosts Advances Two 

A. C. Nielsen Co., Chicago, has 
promoted Oliver S. Castle from 
director of research to vp of the 
company. George A. Magnuson, 
formerly associate director of re- 
search, has been named director 
of research. 


Magazines Scheduling Advertising Rate Increases in 1957 


Baw 
Effective Old 
American Girl 


January $ 1,550 $ 1,750 $ 2,000 $ 2,250 13 


Per Cent 
Increase 
Four 
B&W Color 
12.5 


4-Color 


New Old New Old 


Circulation Base Cent 
or Guarantee 


500,000— 550,000 10.0 


U. S., Canadian and Foreign 
Rate Schedule 
Per 
In- 


New crease 
Reader's Digest 


Baw 4-Color 


Effective Old New 


Old New 


Per 
Circulation Base Cent 
or Guarantee In- 


B&W Color Old New crease 


Janvary 26,500 29,000 31,000 35,000 9.4 12.910,000,000-10,700,000 7.0 


3,000,000—3,100,000 3.3 
10,297,778 (no base or 
gvarantee) 


13,500 
33,375 


14400 7.8 8.1 
34,940 47 47 


February 9,870 
Jan. 6 26,160 


10,640 
27,390 


Reader's Digest International Editions (all changes are for Janvary) 
550 620 760 850 12.7 11.8 275,000— 
430 440 600 675 2.3125 250,000— 
300 310 450 520 3.3 15.5 remains at 
260 330 26.9 115,000— 
220 260 400 18.1 21.2 110,000— 


American Home 


American Weekly 300,000 9.0 


235,000 --6.0 
175,000 — 
125,000 8.7 
130,000 18.2 


° 
15,410 
5,100 
2,885 
1,150 
2,700 
15,495 
5,575 
5,600 
6,060 
12,960 
3,250 
3,890 
2,600 
11,500 
1,320 
5,320 


Better Homes & 
Gardens 

Boy’s Life 

Business Week 

Cue 

Charm 

Collier's 

Coronet 

Esquire 

Everywoman’s 

Family Circle 

Field & Stream 

Fortune 

‘Glamour 

Good Housekeeping 

Harper's Magazine 

Holiday 

House & Garden 

Household 

Ladies’ Home Journal 

Life 

Life International 
Life en Espanol 
Life International 

living for Young Home- 
makers 

Look 

Maclean's 

McCall's 

Mechanix IIlustrated 

Modern Photography 

Motor 


4,050,000—4,200,000 3.7 
1,250,000—1,600,000 28.0 
275,000— 300,000 9.1 
100,000— 110,000 10.0 
remains at 650,000 
3,700,000—4,000,000 
remains at 2,650,000 
700,000— 735,000 5.0 
1,800,000—2,000,000 11.1 
remains at 4,000,000 
remains at 800,000 
265,000— 285,000 
remains at 600,000 
3,300,000—3,400,000 
160,000— 175,000 
800,000— 825,009 
450,000— 475,000 
2,500,000—2,600,000 
4,700,000—4,850,000 
remains at 5,600,000 


21,250 89 9.9 
5,724 20.0 20.0 
4,705 11.0 
1,725 15.0 
3,950 9.7 

22,435 22.0 
8,200 6.5 
8,080 7.9 
8,326 14.0 

17,320 6.9 
4,765 8.3 
5,830 6.0 
3,850 10.0 

15,750 6.4 
2,000 17.8 
7,885 9.0 
4,975 5.9 

10,800 5.8 

23,435 9.0 

34,700 6.0 


February 
January 
July 6 
Jan. 5 
January 
Jan. 4 
February 
March 
January 


330 
— 23.1 475,000— 525,000 10.5 
1,285 26.8 40.4 400,000— 450,000 12.5 
12.1 — remains at 75,000 

(all Latin American Spanish) 
3,970 12.2 1.7 remains at 1,075,000 
(all Latin American Spanish except Argentine) 
3,500 12.0 1.4 remains at 875,000 
1,255 14.9 3.71 remains at 325,000 
2,070 10.0 — remains at 400,000 
680 14.7 3.8 remains at 150,000 
595 10.5 250,000— 260,000 
29490 9.0 8.0 4,650,000—4,850,000 
2,700 15.4 15.4 130,000— 150,000 
14.3. — remains at 1,000,000 
8.0 9.1 900,000— 940,000 
8.3 8.3 remains at 800,000 
9.0 9.0 600,000— 660,000 
15.4 15.1 525,000— 550,000 
8.5 8.5 2,000,000—2,100,000 


1,065 


8.1 


915 


3,450 
1,210 


2,070 


7.5 


4.0 


43 
15.4 


44 


Southern Hemisphere 
Argentine 

Saturday Evening Post 

Scientific American 

Scouting 

Seventeen 

Sports Afield 

Sports Illustrated 

Sunset 

Time 

Time International 
Latin American Edition Feb. 4 
Pacifie Edition April 1 
Atlantic Edition April 1 

TV Guide Oct. 6, ‘56 

U. S. News & World 
Report 

Vision 

Vogue 

Weekend 

Woman's Home 
Companion 

Yachting 


January 
January 
January 
February 
February 
March 4 
January 
January 


5,075 
4,765 
5,945 
4,200 
15,750 


275,000— 300,000 
250,000— 260,000 


13.5 
10.2 


3,605 
3,905 


1,245 9.2 
1,315 
1,990 


12,000 


9.2 45,000— 50,000 
15.9 15.9  45,000— 50,000 
13.7 13.7 95,000— 100,000 


33.3 33.3 3,000,000—4,000,000 33.3 


10.6 600,000— 625,000 
10.1 510,000— 565,000 
10.0 4,000,000-—4,200,000 
8.9 4,500,000—4,700,000 
11.2 900,000— 950,000 
13.9 184,000— 215,000 
8.4 87,000— 95,000 
9.0 1,000,000— 1,050,000 
4.6 1,050,000—1,100,000 
8.2 remains ct 825,000 
6.0 1,675,000—1,700,000 
7.7 1,275,000—1,325,000 


5,500 
4,760 
24,905 
21,550 
2,890 
2,050 
4,155. 
8.245 
8,625 
4,815 
9,750 
7,000 7.7 


6425 
1,855 
5,100 
7,200 


11.4 11.4 775,000— 825,000 
49 5.1 100,000— 107,000 
2.9 4.1 remains at 350,000 
8.0 7.6 1,450,000—1,480,000 


6.5 
7.0 


2.1 


January 
Jan. 4 
January 


wsweek 
ie Jan. 5 


Outdoor Life 
Parents’ Magazine 
Progressive Farmer 


19,285 12.0 12.0 remains at 4,100,000 
1,110 20.0 22.2 56,000— 70,000 25.0 


January 
Oct., ‘56 
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PLANNERS—Checking the finished layout of the in- 
vitational brochure of “Ideas Today—’56” are these 
admen: Ross C. Roach, advertising manager, Kan- 
sas City Title & Trust, general chairman; John K. 
Barton, vp and copy chief; Robert Sanford, account 


executive, program chairman, and Tony Mura, copy- 
writer, all of Potts-Woodbury. “Ideas Today” is an 
all-day advertising seminar held in Kansas City, 
Mo., Sept. 26, sponsored by the Kansas City Adver- 
tising & Sales Executives Club. 


GOP Post Office 
Plank Supports 


Summerfield 


(Continued from Page 2) 


| gress, for a financially sound, more 
| self-sustaining postal service— 


|with the users of the mail paying 


| a greater share of the costs instead 
|of the taxpayers bearing the bur- 
'den of the huge postal deficits.” 


| (In Chicago the previous week 
‘the Democrats also talked about 
| “improved business economy,” but 


| their 


platform emphasized 
“public service” rather than budg- 


the 


have been saved, and meanwhile | et-balancing aspects of the postal 
delivery of billions of letters has rate problem.) 


been speeded by a day or more.| 


Meanwhile, 


Mr. 


Summerfield 


“All of this,” the platform said, | issued a press release in Washing- 


“while reducing the enormous def-| ton announcing that the Post Of- 


icit from its alltime high of al-| 
most three-quarters of a billion 
dollars in 1952 to less than half 


that amount in 1955.” 


fice Department 
completed” the biggest reorganiza- 
tion in American history. 

“This enormous  business-type 


“has virtually 


organization within government, 
the Post Office Department, has 
since 1953 undergone the biggest 
reorganization of its kind ever 
undertaken in this country, with 


# On the matter of rates, the plat- 
form said, “We pledge to continue 
our effort, blocked by the Demo- 
cratic leadership of the 84th Con- 


July Sales of Chain Stores 


FOOD CHAINS 
July % Gain 7” % Gain 
1956 1955 or Loss 1956 1 or Loss 
32,498,583 27,665,454 +17.5 224,719,385 196,817,165 +14.2 
t 21,721,633 +33.5 145,217,259 106,552,078 + 36.3 
National Tea 47,526,665 43,026,923 +10.5 327,161,683 300,337,909 + 8.9 
peepee a 157,909,247 145,895,234 + 8.2 1,049.282,023 1,033,105.972 + 1.6 
Group Total ... $ 266,931,151 $ 238,309,244 +12.0 $1,746,380,350 $1,636,813,124 + 6.7 
MAIL ORDER 
“Sears, Roebuck .. 276,029,590 273,179,282 + 1.0 1,686,225,706 .1,572,859.928 + 7.2 
pebgtbetos 6,206,135 5,138,761 +20.8 60,739,436 54,690.363 +11.0 
«Montgomery Ward 79,887,516 74,243,911 + 7.6 513,245,318 460,819,871 +11.4 
Group Total .... $ 362,123,241 $ 352,561,954 + 2.7 $2,260,210,460 $2,088,370,162 + 8.2 
DRUG CHAINS 
BD sesséoccse 4,814,392 4,768,893 + 1.0 33,864,070 32,039,780 + 5.7 
WIONR ao cccccee 17,197,539 16,904,361 + 1.7 118,781,472 107,400,780 +10.6 
Group Total .... $ 22,011,931 $ 21,673,254 + 1.7 $ 152,645,542 $ 139,440,560 + 9.5 
VARIETY AND MISCELLANEOUS 
American Stores .. 57,904,568 45,876,363 +26.2 241,763,445 202,528,121 +19.4 
©Bond Stores 4,930,389 4,646,972 + 6.1 87,127,203 85,048,352 + 2.4 
Butler Bros. ...... 11,381,023 10,335,911 +10.1 66,311,690 59,703,545 +11.1 
¢Diana Stores Corp. 2,514,512 2,493,689 + 0.8 33,016,486 30,149,230 + 9.5 
Edison Bros. . 6,268,192 6,071,370 + 3.2 48,860,990 48,227,788 + 1.3 
Fishman, M. H. .. 1,314,370 1,338,369 — 1.8 7,509,447 7,147,783 + 5.1 
Gamble-Skogmo ... 8,107,042 7,987,647 + 15 54,093,845 50,178,946 + 7.8 
Franklin Stores Corp 2,556,195 2,429,083 4+ 5.2 18,006,072 16,180,814 +11.5 
Grant, W. T. .... 24,821,680 24,066,475 + 3.1 179,266,227 164,043,330 + 9.3 
Grayson-Robinson 
GUE cccceccee a 2,908,572 3,062,418 — 5.0 a 
“Green, H. L. .... 8,123,551 8,236,119 — 1.4 49,444.054 49,102,184 + 0.7 
“Interstate Dept. Stores 4,531,370 4,676,933 — 3.1 29,750,718 29,283,586 + 1.6 
Kinney, G. R. Co. 3,327,000 3,390,000 — 1.8 27,061,000 24,546,000 +10.3 
Kresge, S. S. .... 25,264,959 25,440,703 — 0.7 180,072,463 172,338,516 + 4.5 
Kress, S. H. .... 11,936,980 11,889,802 + 0.4 283,151 84,168,441 — 1.1 
Lane Bryant, Inc. . 3,792,447 3,890,314 — 2.5 37,271,720 36,103,326 + 3.2 
McCrory ....... é 8,666,659 8,026,451 + 8.0 56,531,054 54,040,811 + 4.6 
McLellan Stores .. 4,397,960 4,705,236 — 6.5 26,652,534 25,720,052 + 3.6 
Melville Shoe Corp. 7,116,335 7,475,436 — 48 60,470,273 56,949,574 + 6.2 
“Mercantile Stores, Inc. 9,679,000 9,454,000 + 2.4 62,530,000 59,980,000 + 4.3 
¢Miller-Wohl Co. .. 2,932,776 2,853,855 + 2.8 38,908,819 36,279,276 + 7.2 
Murphy, G. C. .... 14,065,461 14,641,078 — 3.9 100,837,642 96,435,672 + 4.6 
National Shirt Shops 1,385,992 1,388,458 — 0.2 10,301,323 10,089,693 — 2.1 
Weisner Bros. . 5,030,254 5,011,236 + 0.4 34,143,288 33,779,194 + 1.1 
Newberry, J. J 15,541,297 14,225,891 + 9.2 97,681,953 90,489,609 + 7.9 
Penney, J. C. .... 85,766,919 88,030,971 — 2.6 482,751 580,787,187 + 8.0 
‘Shoe Corp. of America 5,343,781 4,763,511 +12.2 40,462,857 37,299,371 + 8.5 
*Sterchi Bros. Stores 1,543,024 1,482,125 + 4.1 7,718,218 7,193,380 + 7.3 
Western Auto 20,504,000 19,923,000 + 2.9 118,310,000 105,837,000 +11.8 
White Stores Inc. 2,486,892 2,504,448 — 6.7 18,721,706 16,496,900 +13.5 
Woolworth, F. W. 58,666,126 55,627,406 + 5.5 402,184,830 383,078,794 + 4.9 
Group Total .... $ 422,809,325 405,945,270 + 4.2 $2,845,775,759 $2,653,206,475 + 7.3 
Combined Total . $1,073,875,649 $1,.18,489,722 + 5.4 $7,005,012,111 $6,517,830,321 + 7.5 
«Six month period. Four weeks and 17 weeks. ‘Twelve month period. ‘Four weeks and 30 weeks. 


more than 1,000 improvements in- 
| troduced, representing many of 
| the proven concepts of good busi- 
/ness management,” Mr. Summer- 
| field said. 


s Typical of the changes, he said, 
are the following: 

1. Day to day postal administra- 
tion has been decentralized from 
| Washington to 15 regional and 91 
district postal offices over the na- 
tion. 

2. Since 1953, the department 
has added the equivalent of 20,000 
new carriers, serving 5,000,000 
more families and 250,000 more 
business concerns. 

3. More than 500,000 postal em- 
ployes have been given the biggest 
program of benefits in civil serv- 
ice history with higher pay, free 
uniforms, group life insurance, 
liberalized pension provisions and 
many other benefits. 


s 4. Despite booming population 
and greatly increased demands for 
mail service, the deficit was cut 
from a reported $727,000,000 for 
the 1952 fiscal year to approxi- 
mately $460,500,000 in the fiscal 
year ended June 30, 1956—a cut 
achieved despite pay increases and 
other benefit costs for postal em- 
ployes which added $136,000,000 
to postal expenses during the fis- 
cal year. 

5. More than 1,250 buildings for 
postal use have been acquired 
since 1953, without huge outlays 
of public funds, under the depart- 
ment’s leasing program from pri- 
vate enterprise. In addition, the 
department has 47 projects ap- 
proved under its lease purchase 
program to provide more new 
buildings. 

6. Public acceptance was estab- 
lished, as indicated by many polls, 
for increased postage rates to place 
the Post Office Department on a 
sound financial basis. While there 
was not time to complete work on 
this legislation in the 84th Con- 
gress, the monumental hearings 
and studies that were made pro- 
vided important groundwork for 
early consideration in the next 
Congress. 

7. A major program to meet the 
future—with an estimated mail 
load of 75 billion pieces by 1965— 
has been established, including ad- 
vance studies of automation and 
other devices and methods to take 
the drudgery out of the postal 
service and provide improved ef- 
ficiency. 


s Mr. Summerfield noted other 
changes included in the list of 


91 


‘Billings of 104 Canadian Agencies 


(Continued from Page 2) 

Gross revenue on commission- 
able billings jumped to $26,469,000 
from $23,230,000 as gross revenues 
on market surveys, other research 
and other fees dropped. 

The gross revenue on commis- 
sionable billings represented 15.1% 
of the total billings. Net revenue 
or profit before deduction of taxes 
($2,772,000) represented 10% of 
the gross revenue. 

The bureau’s memorandum 
shows for the first time a break- 
down of agencies by size of total 
billings between incorporated and 
unincorporated businesses. This 
makes possible a more meaningful 
analysis and comparison in that 
a net revenue figure for incor- 
porated businesses is available 
separately and does not include 
the withdrawals of proprietors of 
unincorporated businesses. 

A better analysis of total gain- 
fully employed is also possible as 
working proprietors previously 
were not shown in the reports. 

The distribution of commission- 
able billings by media shows a 
greater share for television, as was 
expected. From 5.5% of all such 
billings in 1954, this medium now 
accounts for 13.5%. The largest 
decrease occurred in radio, which 
dropped from 15.4% of all billings 
to 11.9%. 


= Publications were still far ahead 
with 53.3% of billings, but this was 
a drop of 3.1% from 1954. This 
drop was probably recorded by 
magazines and other types of pub- 
lications because newspapers re- 
ported a steady increase in adver- 
tising last year. Production, 
artwork, printing and other similar 
media took a 15.1% slice of the 
market, but that too was a drop, 
from 17.3% in 1954. 

More agencies have been grow- 
ing bigger over the years, but the 
most significant change in size dis- 


Reach Record $177,984,000 in ‘55 


In 1954 this size class transacted 
52% of all agency business. Eleven 
agencies are now listed in the 
$5,000,000 or over category with 
$107,502,000 in billings, compared 
to eight agencies with $81,595,000 
in 1954. 

Smaller agencies with $100,000 
in billings or less increased from 
16 to 20 but their billings dropped 
from $869,000 to 828,000, an indi- 
cation that the smaller boys were 
taking a much smaller slice of the 
market than in 1954. 


® Thirty-five agencies in the 
$100,000 to $500,000 group took 
$9,000,000 in billings last year 
compared to close to $8,000,000 by 
29 agencies in '54. Only two more 
agencies were added to the $500,- 
000-$1,000,000 class but those 14 
grossed $10,000,000, $2,000,000 
more than the $8,000,000 grossed 
by 12 agencies in ’54. 

Nineteen agencies operated in 
the $1,000,000-$2,500,000 level in 
both 1954 and 1955, but last year’s 
gross of $30,000,000 was higher by 
$2,000,000. 


@ The only drop recorded was at 
the $2,500,000 to $5,000,000 level, 
where five agencies grossed $19,- 
800,000 in 1955, close to $10,000,000 
less than grossed by the seven that 
were in operation in 1954. Pre- 
sumably, the two big companies” 
accounts mover into the $5,000,- 
000 class. 

With the advent of 13 new com- 
panies in the field, the number of 
employes in Canadian ‘advertising 
went from 3,173 in 1954 to 3,416 
last year. The aggregate payroll 
jumped from $15,220,000 to $17,- 
306,000, or 62.5% of the gross rev- 
enue of $27,690,000. 

The employment figures and net 
revenues for incorporated and un- 
incorporated agencies, recorded 
for the first time, are not complete. 
They are classified as follows, ac- 


cording to the amount of totai an- 
nual billings and form of organi- 


tribution was the shift upwards to 
the “over $5,000,000 class” which 


* includes 15 working proprietors. 
t Includes six working proprietors. 


accounts for 61% of the total. zation: 
Agencies Net Revenue 

Incorporated Employes Salaries (Before taxes) 
Less than $100,000 15 $43,477 $5,787 (loss) 
$100,000-$500,000 ..............06.. 258 “$897,000 $96,000 
$500,000-$ 1,000,000 159 $755,000 $135,000 
$1,000,000-$2,500,000 597 $3,136,000 $175,000 
$2,500,000-$5,000,000 338 $1,762,000 $324,963 
$5,000,000 and more 1,988 $10,547,000 $1,916,500 

Un 

less than $100,000 22* 
$100,000-$500,000 ...........cccee 28 $73,000§ $84,600 
$500,000-$ 1,000,000 iW 


§ Before deducting proprietors’ salaries and income taxes. 


major improvements that have 
marked the Post Office Depart- 
ment’s reorganization since 1953. 

Ball point pens are being pro- 
vided for post offices, a new cer- 
tified mail service gives many 
advantages of registered mail at 
less cost, while a new combination 
mail service permits mailing of a 
letter or message inside a package 
or publication for the first time, 
he said. A revolution in improved 
transportation methods has been 
dramatized by the “airlift” for ex- 
perimental carrying of mail on a 
space-available basis between 
many major cities, with a billion 
letters a year being delivered as 
much as 48 hours earlier, Mr. 
Summerfield declared. 

Later hours at post office win- 
dows and later collections from 
neighborhood mail boxes are typi- 
cal of direct service improvements 
to the mail user, he asserted. 

“The achievements of the past 
3% years clearly show a major 
period of progress in the postal 
service,” Mr. Summerfield said. 


“However, to complete the job we 


need a sound financial structure, 
which we believe the Congress 
will provide for us next year in 
the form of moderate, realistic 
postage rates to replace our present 
antiquated rate structure, which 
has not been changed in any sub- 
stantial degree since 1932.” 


Bruce Co. Sales Increase 

E. L. Bruce Co., Memphis, pro- 
ducer of hardwood flooring, lumber 
products and household products, 
reports net sales of $35,569,012 
for the fiscal year ending June 30. 
Sales ‘in 1955 were $39,355,272. 
Net income for 1956 was $1,631,- 
314 or $5.14 a share, compared 
with $1,186,364 or $3.70 a share 
for the fiscal year ending June 30, 
1955. 


Glunk Joins Sands Associates 

Cyril J. Glunk, formerly with 
Walter J.. Mann Co., San Francisco, 
and the San Jose Mercury-News, 
has been named creative art di- 
rector of Sands Associates, Palo 
Alto, public relations and technical 
writing company. 
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$15 Billion Level for Electronics 
Field Is ‘Ist Plateau, Says Baker 


Los ANGELEs, Aug. 24—Elec- 
tronics is now the fourth largest 
industry in the country, and 75% 
of its 1,750,000 employes are work- 
ing. on jobs today that didn’t exist 
ten years ago: In another ten years 
a major share of the electronics 
business will come from products 
not now in production. 

These statements were made to- 
day by Dr. W. R. G. Baker, presi- 
dent of the Radio-Electronics- 
Television Manufacturers Assn. 
and a vp of General Electric Co., 
at the Western Electronic Show 
and Convention. 

The electronics industry in 1955 
produced equipment and services 
at an annual rate of $9 billion, 
which represents an increase of 
about 81% since 1950, Dr. Baker 
said. 

Although many forecasters be- 
lieve the industry will reach the 
$15 billion level by 1960, Dr. Baker 
said, “we have just reached the 
first plateau. 

“To my mind,” he said, “the 
electronics industry has just come 
of age, and like any youth who, 
when he grows to man’s stature, 
must assume certain responsibil- 
ities to society, he is going through 
growing pains.” 


® Dr. Baker listed seven respon- 
sibilities which the industry must 
face and upon which “rést not 
only the success and profit of the 
industry, but to a large extent the 
success and profit of our economy, 


and perhaps even the success of 
our defense against aggression.” 

Dr. Baker said that the industry 
must: 

1. See that new products are not 
put on the market until they are 
ready for the market, and vice 
versa. 

2. Fulfill its responsibilities for 
research, development, production 
and delivery of military products. 

3. Work unceasingly to provide 
a fair return on investment. 

4. Take genuine interest in em- 
ploye welfare. 

5. Recognize that the industry 
and the community have inter- 
related responsibilities which must 
be met if both are to prosper. 

6. Help provide for an increas- 
ing technology by assisting the 
field of education wherever pos- 
sible. 

7. Assure efficient use of one of 
our great natural resources—the 
radio spectrum—by thoroughly 
studying the problem of whether 
uhf tv service can be reasonably 
comparable to the widely-used vhf 
service. 


s Dr. Baker explained that if the 
industry accepts these responsibil- 
ities it will benefit from a more 
even rate of growth; it will be on 
a sound financial and economic 
footing for the risk capital still 
needed and it will avoid the 
danger of governmental interven- 
tion and control. 


Agency Staffers Are 
People, Too, Dale 
Carnegie Ad Proves 


Cuicaco, Aug. 23—Agency peo- 
ple look enough like ordinary peo- 
ple, Dale Carnegie executives de- 
cided—and pictures of five staff 
members of Beaumont & Hohman 
wound up in an ad headed, “These 
people have problems like yours.” 

It wasn’t pianned that way. The 
five were photographed for a com- 
prehensive layout as representa- 
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tive of the types of professional 
models to be used. But Dale 
Carnegie executives saw no reason 
to replace the B&H’ers with pro- 
fessional models. In their opinion, 
the agency people looked the parts 
they were playing. 
So, the final ad shows (reading | 
clockwise from the left) Tom Gib- | 
bons, publicity director; James 
Driscoll, account serviceman, Doris 
Zolecke, secretary; Ronald E. Bean, 
art director, and Mrs. Erica Meyer, 


Tempo Inc. Becomes 
Wenitzel, Wainright, 


Poister & Poore Inc. 


Cuicaco, Aug. 24—Tempo Inc., 
which became a full-fledged ad- 
vertising agency last November 
after 19 years as an art studio and 
sales promotion company (AA, 
Nov. 7), changed its name today to 
Wentzel, Wainwright, Poister & 
Poore Inc. 

Walter B. Wentzel will continue 
as president of the agency. Vice- 
presidents are Thomas S. Wain- 
wright, who merged his agency, 
Thomas S. Wainwright & Asso- 
ciates, with Tempo last Jan. 1; 
Taylor Poore, art director, who has 
been with Tempo 12 years, and 
John J. Poister, who left Zenith 
Radio Corp. in 1953 to join Tempo. 

Mr. Poister told ADVERTISING 
Ace that the agency will bill be- 
tween $2,000,000 and $3,000,000 
this year. Last year Tempo’s bill- 
4 amounted to around $1,200,- 


@ The agency currently handles 
sales promotion and merchandis- 
ing projects for Armour & Co., 
Owens-Corning Fiberglas Corp., 
Carrier Corp., Inland Steel Co. and 
Procter & Gamble, among others. 
Its advertising clients include 
Aluminum Co. of America (one of 
several agencies), Lehon Co., Bell- 
wood, Ill., a division of Philip 
Carey Mfg. Co., and Industrial 
Trading Institute. 

The agency has 65 employes, 
about 50 of whom are engaged in 


| creative work. 


Hudnut Pushes Pin-Quick 
Richard Hudnut’s new Pin- 
Quick, a pin-curl home permanent 
with silicone, will be promoted 
this fall with a 15-magazine, na- 
tionwide advertising campaign in 
color and b&w and on the “Les 
Paul and Mary Ford at Home” 
tv show. Pin-Quick is a product 
of the Lambert-Hudnut division of 
Warner-Lambert Pharmaceutical 
Co. Kenyon & Eckhardt, New 


secretary. The ad appeared in Life 
(Aug. 20) and Time (Aug. 27). 


York, is the agency. 
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BOWLERS: add 10 PINS to your average 


ITS EASY WITH A NEW FIREBALL ——s 


—|and Frank Welsh Co. 
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TENPIN TIME—Brunswick-Balke-Col- 

lender Co., Chicago, is getting a 

head start on the bowling season 

with ads like this in 56 newspapers 
in 41 major markets. 


Brunswick Sets Ads 
in 56 Dailies As Fall 
Bowling Time Nears 


Cuicaco, Aug. 22—With the fall 
bowling season only a few weeks 
away, Brunswick-Balke-Collender 
Co., bowling equipment manufac- 
turer, today got its consumer prod- 
uct promotion under way with 300 
and 600-line ads in 56 dailies cov- 
ering 41 major markets. 

Trade advertising—on bowling 
balls, shoes and bags—is also 
slated to show up soon in National 
Bowler’s Journal, Woman Bowler, 
Bowling Magazine and other trade 
publications, Brunswick’s dealers 
already have been sent point of 
purchase material and ad mats for 
local tie-ins on the promotions in 
September and October. 


s Aiming at greater participation 
by women this fall, Brunswick is 
marketing a new line of color- 
conscious bowling equipment—red, 
blue and plaid bowling ball carry- 
ing cases. For the shoes, instead of 
the traditional lacing to the toe, 
the new Brunswick models are 
made moccasin-style with two-tone 
leather. 

Also on Brunswick’s fall promo- 
tion agenda is another series of 
personal appearances by its Bruns- 
wick advisory staff of bowling 
champions, which this year will in- 
clude Ned Day, Marion Ladewig, 
Joe Wilman, Bill Lillard, Buzz 
Fazio, Steve Nagy, Don Carter, 
LaVerne Carter, Dick Hoover, 
Shirley Garms, Buddy Bomar and 
other top bowling stars. 

McCann-Erickson, Chicago, 
the Brunswick agency. 


Hopkins to McCann-Erickson 

David J. Hopkins, formerly di- 
rector of sales for CBS-Columbia, 
has been named vp and general 
executive for McCann-Erickson, 
New York. He will be assigned to 
the agency’s planning and devel- 
opment division. 


is 


New York, Aug. 23—The New 
York Herald Tribune is starting its 
|new Sunday supplement, Today’s 
Living, on Sept. 9 because, ironi- 
cally, it cannot get enough space 
in This Week Magazine—the sup- 
plement that grew out of the Her- 
ald Tribune’s magazine. 

One of the conditions of the sale 
was that the Herald Tribune could 


National Advertising 
Buys Ad-ver-tis-er 


| 
| 


| 

Fort Wayne, Inp., Aug. 23—| 
Frank Welsh Co., poster and sign 
manufacturer, and its sales arm, 
Ad-ver-tis-er Inc., have been 
bought by National Advertising. 
Co., a highway sign subsidiary of | 
Minnesota Mining & Manufactur-| 
ing Co. The acquired companies | 
have become the national poster. 
division of National Advertising. 

Frank Welsh, formerly president 
of both Frank Welsh Co. and Ad- 
ver-tis-er Inc., is now sales man- 
ager for the new division. The di- 
vision’s general manager is Ray 
Smith who was previously north- 
east regional manager for National 
Advertising. 

Current activity in the division | 
is centered on development of a 
new liquid reflective material 
called Codit that can be screened | 
on to paper to provide a reflective 
finish. Glass beads in Codit will 
make the treated paper reflect in| 
daylight as well as at night, the 
company reports. 


14th National Drug 
Promotion by ‘Puck’ 
Will Start Oct. 21 


New York, Aug. 24—Puck-The 
Comic Weekly will start the 14th 
in a series of national drug pro- 
motions Oct. 21. About 10,000 
retail druggists are expected to 
take part in the point of sale pro- 
motion of 12 nationally advertised 
products. 

The promotion—the theme of 
which will be “health and beauty 
fair at your drug store”—involves 
Tums, Colgate’s Brisk toothpaste, 
Mentholatum, Grove’s Bromo- 
Quinine, Geritol, Listerine, Rise 
shave cream, Cuticura (soap, 
ointment and shampoo), Oral B. 
toothbrush, Pepto-Bismol, Zaru- 
min and Sominex. 

Puck will run three color pages 
Oct. 21 to launch the drive. Be- 
‘tween now and the appearance of 
|national advertising, representa- 
‘tives of Puck will hold breakfast 
meetings in each city where the 
comics are distributed. They will 
stage presentations for advertisers’ 
'regional sales people, wholesaler 
"execs and others. 
| All participating stores will have 
| point of purchase display material 
‘featuring Puck comics characters. 
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MENU SUGGES 
TIONS—The Tuna 
Research Foun- 
dation, sponsor of 
National Tuna 
Week, Sept. 13- 
22, is using this 
four-color page 
plus a column in 
b&éw in Look, 
mene. 16. A 
number of re- 
lated manufac- 
turers are joining 
in the over-all 
promotion. J. 
Walter Thompson 
Co., Los Angeles, 
is the agency. 
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Cramped for Ad Space in ‘This Week,’ 
‘Herald Trib’ Launches ‘Today’s Living’ 


carry an edition of This Week that 
differed from the national edition 
carried by other papers; in its edi- 
tion the Trib had some flexibility 
and could inelude additional ad- 
vertising and editorial material 
not carried in the national edition 
of the supplement. 


s The Tribune’s part of This Week 
Magazine has averaged ten pages 
of editorial and ten of ad- 
vertising, explained a spokesman. 
Occasionally, the Tribune’s con- 
tribution has run 32 pages. 

But recently, the spokesman 
continued, This Week Magazine 
has needed 72 pages of an 80-page 
capacity for its own material. Thus, 
he said, the Tribune was often 
limited to a too-small amount of 
advertising space, nor could Trib- 
une salesmen offer any back page 
availabilities. 

Thus, Today’s Living. The Trib, 
incidentally, now will distribute 
the national edition of This Week 
Magazine. 


NARTB Announces 
Dates, Locations 
of 8 Fall Meetings 


WaAsHINGTON, Aug. 22—Harold 
E. Fellows, president of National 


| Assn. of Radio & Television Broad- 
| casters, today made public the fall 


agenda for eight NARTB regional 
conferences. 

The two-day meetings will begin 
Sept. 17 in Minneapolis and end 
Oct. 26 in Birmingham. Each of 
the commissioners of the Federal 
Communications Commission will 
address one of the conferences. 


® The first morning of each meet- 
ing will be devoted to radio, with 
concurrent radio and tv sessions in 
the afternoon. The second morning 
will be a tv session, with associa- 
tion matters to be discussed in the 
afternoon. 

The dates and locations of other 
meetings are Sept. 20-21, Salt 
Lake City; Sept. 24-25, San Fran- 
cisco; Sept. 27-28, Oklahoma City; 
Oct. 11-12, Washington, D.C.; Oct. 
15-16, Boston, and Oct. 18-19, In- 
dianapolis. 


Macfadden Study 
Explores Reading 


Patterns of Women 


New York, Aug. 23—A study 
aimed at discovering the social and 
psychological reasons why women 
read some magazines and not oth- 
ers is being shown to advertising 
executives across the U.S. by Mac- 
fadden Publications for True Story 
Women’s Group. 

The report is described as ex- 
plaining “why millions of women 
who read True Story, or other of 
the ‘family behavior’ type maga- 
zines, generaily do not read any 
of the women’s service magazines.” 

Conducted by Social Research 
Inc., Chicago, the study included 
depth interviews of women who 
read one or more service maga- 
zines but not True Story. The 
women “were similar in economic 
status and lived in the same gen- 
eral area.” 


WRC Names R. R. McCawley 

Ralph R. McCawley has been 
named manager of advertising and 
promotion of WRC and WRC-TV, 
NBC-owned Washington stations. 
He serves as assistant to William 
Coyle, director of advertising, pro- 
motion and public relations for the 
stations. 

Mr. McCawley joins NBC from 
the Evening Star Newspaper Co., 
where he has been promotion art 
director since 1951. He originally 
joined the Star in 1937 as assistant 
advertising art director. 
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Advertising Age, August 27, 1956 


Texans (Adult) Still Favor Newspapers, 
First Returns in 19-Market Study Show 


(Continued from Page 1) 
viewing and reading habits. 

For the two big markets meas- 
ured so far, here is some of the 
media information (Houston fig- 
ures are in text; Dallas figures, 
where different, are in paren- 
theses) : 


e@ The juvenile (under 18) market 
was more important to radio-tv 
than to newspapers. For newspa- 
pers, children 6 to 17 comprised 
20% (16%) of the audience on 
weekdays (children under 6 were 
not considered potential newspa- 
per readers). In radio the propor- 
tion of under-18 listeners was 30% 
(25%); in tv, it was 37%. 


e On an average weekday, some 
adult (18 or over) in 83% of news- 
paper homes read a newspaper. In 
only 57% (62%) of radio homes 
and 67% of tv homes did an adult 
listener or viewer actually tune 
in in the course of an average day. 


e In persons reached per family, 
radio was considerably leaner than 
the other two media. With that 
figured in, here was the total adult 
audience reached during an aver- 
age weekday: In Houston—440,300 
(newspapers), 366,900 (tv) and 
277,300 (radio). In Dallas—337,- 
300 (newspapers), 272,900 (tv) 
and 224,400 (radio). 

= The study also provided a set 


CHARLES L. CORWIN 

ToLepo, Aug. 23—Charles L. 
Corwin, 71, former sales manager 
of Champion Spark Plug Co., died 
Aug. 17 in Toledo Hospital. He 
had retired in 1943. 

Born in Brooklyn, Mr. Corwin 
joined Champion in 1914 as a 
salesman. In 1920 he became dis- 
trict zone manager in New Eng- 
land, New Jersey, New York and 
Pennsylvania. 

He came to Toledo in 1929 and 
became assistant sales manager. 
In 1940 he was named sales man- 
ager and in 1951 became advisory 
sales manager. 


ERWIN W. POLKOSKE 

Cuicaco, Aug. 22—Erwin W. 
Polkoske, 69, former media direc- 
tor of U.S. Advertising Corp., died 
yesterday in West Suburban Hos- 
pital. Mr. Polkoske, who was born 
here, started his advertising career 
with the old Sehl agency. He 
served as an account executive on 
the Calumet baking powder ac- 
count and was with the agency for 
25 years. He worked as a newspa- 
per representative here for four 
years before joining U.S. Adver- 
tising in 1943. Mr. Polkoske re- 
tired in November, 1954. 


of figures for Sundays in which, 
interestingly, the audience was be- 
low that of the average weekday 
for all three media. There were no 
Saturday figures. 

In Victoria, a town of 20,000, the 
figures were similar, except that 
the television audience was pro- 
portionately much smaller than in 
the two larger cities. 

Copies of the reports now pub- 
lished can be obtained from John 
Murphy, executive secretary, Tex- 
as Daily Press Assn., Houston. 


Revlon Prohibited 
From Discriminating 


on Promotion Grants 


WasuHIncTon, Aug. 24—Revion 
Products Corp., New York, and the 
Federal Trade Commission have 
agreed on a consent order which 
prohibits Revlon from discriminat- 
ing among its customers in the 
granting of sales promotion aid. 

The consent settlement is the 
fifth obtained by FTC in a drive 
to make leading cosmetics firms 
abide by the industry’s trade prac- 
tice rules, 

The commission contended that 
Revlon gave some customers in 
Washington promotion allowances 
equal to as much as 22.5% of sales, 
while others received as little as 
3%. In addition, FTC said that 92 
of Revlon’s 118 Washington outlets 
received no allowances at all. 


s While the complaint outlined 
the system of benefits used in 
Washington, it also said that sim- 
ilar plans were carried out else- 
where, including Baltirnore, Cleve- 
land, Chicago and San Francisco. 

In November FTC issued com- 
plaints charging that Hudnut, He- 
lena Rubinstein, Yardley and Elmo 
Inc. all used promotion plans 
which worked exclusively to the 
advantage of selected large outlets. 
All four cases were subsequently 
settled with consent orders. 


Anneaux to Whirlpool-Seeger 

Dwight R. Anneaux has been 
appointed to the new post of man- 
ager of special markets of Whirl- 
pool-Seeger Corp., St. Joseph, 
Mich. He will supervise builder, 
utilities and key account sales and 
the home service department. Mr. 
Anneaux, with Hotpoint Co. since 
1947, most recently was manager 
of builder sales at Hotpoint. 


Younglove Joins ‘Mademoiselle’ 

Edward T. Younglove, formerly 
western manager of Cosmopolitan, 
has joined the Chicago sales staff 
of Mademoiselle. 


Bailey 


Van Brunt 


AGREEMENT WITH A SMILE—Clifford S. Bailey, publisher of Motor and 
chairman of Associated Business Publications promotion and re- 
search committee; William K. Beard Jr., ABP president, and Edwin 
Van Brunt, president, Media Promotion Organization, ABP’s agen- 
cy, enjoy a meeting of minds on ABP’s 1956-57 $70,000 promotion 


Last Minute News Flashes 


Sullivan, Stauffer Reportedly May Get Block Drug 

New York, Aug. 24—Block Drug Co. has shifted the advertising ac- 
counts of the following products out of Harry B. Cohen Advertising 
Co.: Super Amm-i-dent and Amm-i-dent toothpastes, Nytol sleeping 
tablets, Py-Co-Pay and Py-Co-Tip toothbrushes, Green Mint mouth 
wash and Dentu-Grip. A number of agencies are believed to be inter- 
ested in the account, with Sullivan, Stauffer, Colwell & Bayles re- 
portedly on the inside track. Cohen handled Amm-i-dent since mid- 
1954, taking over the then $3,000,000 account from Cecil & Presbrey 
after impressing the client with the speed of its creative work for a 
presentation. (Within four days it produced three print campaigns and 
one tv commercial on film.) 


Brown-Forman Acquires Garneau Importing 

New York, Aug. 24—Brown-Forman Distillers Corp., Louisville, has 
acquired control of Joseph Garneau Co., 100-year-old liquor impo 
and U. S. distributor of Ushers Green Stripe and Extra Scotch whiskies, 


B-F chairman, said that purchase of the importing company is only 
part of B-F’s plan of expansion and of marketing a complete line of 
liquors. Buchanan & Co. is the Garneau agency. At B-F it was said that 
no agency change is contemplated. 


Helene Curtis Names Weiss & Geller tor New Product 


Cuicaco, Aug. 24—Helene Curtis’ Enden Dandruff Treatment sham- 
poo, test marketed since last February, will go national starting Sept. 
9 with its appearance on “What’s My Line?” Enden, which will sell 
for $1.50 is “the first medically proved dandruff treatment in sham- 
poo offered without a prescription. A saturation newspaper and sup- 
plement campaign plus plugs on “Queen for a Day” round out the ad 
program through December. Weiss & Geller, which also handles Kings 
Men and Lanolin Discovery for Curtis, is the agency. 


Weston Biscuit Appoints Campbell-Ewald 

Passaic, Aug. 24—Weston Biscuit Co., formerly with the Biow Co., 
has named Campbell-Ewald, New York, to handle its advertising. The 
announcement comes several months after Alden H. (Jack) Kenyon 
was reported moving from Biow to Campbell-Ewald (AA, June 25). 
Mr. Kenyon was account exec on Weston at Biow. 


Meyerhoff Gets Wrigley, Adds Canada Office 


Cuicaco, Aug. 24—Arthur Meyerhoff & Co. has been named to 
handle newspaper advertising in Canada for William Wrigley Jr. Co. 
and will open an office in Toronto early in September to service the 
account. Several men from the Chicago office and a number of Ca- 
nadian admen not yet selected will staff the office. Willis Advertising 
Ltd., Toronto, formerly handled Wrigley in Canada. One of four 
U. S. agencies handling Wrigley, Meyerhoff also handled Wrigley’s 
U. S. newspaper advertising since 1932 and also places car cards, ra- 
dio and some tv. 


Hackett Agency Dissolves; Tareyton to Gumbinner 


New York, Aug. 24—American Tobacco Co. has named Lawrence C. 
Gumbinner Advertising to handle its Herbert Tareyton cigarets, an 
account that has been with M. H. Hackett Co. for nearly a decade. 
Gumbinner has had American’s Roi-Tan since 1949. Montague H. 
}diackett, a son-in-law of Vincent Riggio, former president of Ameri- 
can Tobacco, is retiring from the agency, which will be dissolved, 
and will devote his time to managing Hackett Oil Co. The Hackett 
agency lost Chatham Mfg. Co. (blankets) last December to Compton. 
Pilot Full Fashion Mills (Alba and Nettie Rosenstein hosiery) moved 
from Hackett to Robert Towers Advertising last spring, and officials 
of its remaining account, Hershey Chocolate Corp., were not available 
today for comment. 


Culligan Is Named VP in Charge of NBC-Radio 

New York, Aug. 24—Matthew J. Culligan, who has been a tv ex- 
ecutive since he joined the National Broadcasting Co. in 1952, has 
been named vp in charge of the NBC Radio Network, replacing 
Charles T. Ayres, who recently resigned. Before his appointment Mr. 
Culligan was vp and national sales director for NBC-TV. 


Lewis Reportedly Will Be LaRoche Radio-TV VP 


New York, Aug. 24—Tom Lewis, who used to be a top radio-tv 
executive with Young & Rubicam, is expected to return to the agency 
field as vp in charge of tv-radio for C. J. LaRoche & Co. Hendrik 
Booraem Jr., who formerly headed that department, has been named 
an account supervisor with LaRoche. Mr. Lewis will continue to 
make his headquarters in Beverly Hills, Cal., where he has been an 
independent tv producer (the “Loretta Young Show” etc.) for sev- 
eral years. When his appointment with LaRoche is final, he is ex- 
pected to devote full time to the agency assignment. 


Demos Buy ‘Inside’ Spots; Other Late News 

e The Democratic National Committee has bought 89 five minute tv 
spots from top-ranking network shows (“$64,000 Question” is one) for 
campaign talks just before the shows normally close. Ten or 15 basic 
films will be used, starting in mid-September. Five or six will feature 
Adlai Stevenson, the rest Estes Kefauver and other top Democrats. 
Lewis & Martin Films, Chicago, is producing the films. Norman, Craig 
& Kummel, New York, is the agency. 


e Easy Washing Machine division of Murray Corp., Syracuse, will 
move its advertising, marketing, sales and marketing research depart- 
ments to Chicago by October. The fate of the export and service de- 
partments has not been resolved. Easy, which recently changed its dis- 
tribution policy from 60% direct to 100% distributor, plans to name 
45 new distributors by the end of the year. 


e James J. Dougherty, formerly Philadelphia sales manager for 
George A. McDevitt Co., has been named advertising director of the 
Trenton Times newspapers. He succeeds John P. Callahan Jr., who 
died last December. John McCord, who had been acting advertising 


rter ROGER 


Anheuser German wines, Garvey sherries, and Feuerheered port wines. | 
The Joseph Garneau Ringwalts, Sr. and Jr., will continue as board | 
chairman and president respectively of the Garneau organization, | 
which will operate as a Brown-Forman subsidiary. W. L. Lyons Brown, | 


93 


BUMSTEAD, formerly media 
| director of David J. Mahoney Inc., 


Cliquot Yellow Label Champagne, Cruse Bordeau and Burgundy wines, | has been named media director of 


MacManus, John & Adams, New 

York. He will head an expanded 

media department, which will 

service a group of new accounts 

acquired after the closing of Ma- 
honey. 


Ideal Dog Food 
Tests Wallet for 
Stamps and Coupons 


Cuicaco, Aug. 24—It had to 
happen in this the Premium Era: 
An advertiser has come forth with 
the premium-collector’s premium, 
a wallet for housing the swelling 
bales of stamps and certificates 
which now brighten—and compli- 
cate—the housewife’s day. z 

Wilson & Co.’s Ideal dog food is 
the sponsor. After a strenuous 
search for something different 
with which to promote the collec- © 
tion of dog food labels, Ideal and 
its agency came up with the 
“Shopper’s Wallet,” a plastic sec- 
retary just big enough to hold, on 
one side, a stamp book, and on the 
other (behind a transparent cov- 
er), two dozen or more brand 
coupons. 

This week Ideal began testing 
the wallet in the Chicago market, 
using a 270-line ad in three news- 
papers. The ad itself contained a 
coupon which offered a wallet in 
exchange for four Ideal labels and 
a dime. 


® According to C. E. Rickerd, 
president of the agency, U. S. Ad- 
vertising Corp., and account exec 
on Ideal, the client is preparing to 
“shoot the offer clear across the 
country, in maybe 100 markets.” 
Ideal and its agency picked Chi- 
cago for the test for the gocd rea- 
son that it is a “bad market” for 
premiums—“practically the last 
place in the country where the 
stamp mania hasn’t hit.” 

“If it’s even lukewarm here, it 
will go like a house afire across 
the country,” Mr. Rickerd figured. 

“Before we started, we checked 
on what shopping housewives are 
most concerned about,” he added. 
“And it turned out to be loose 
stamps and coupons.” 


Revamped Cake Mix 
Line to Get Push 
from Pillsbury 


(Continued from Page .1) 
design, will replace the previous 
Pillsbury mix products. Six flav- 
ors—white, chocolate, yeliow, cara- 
mel, spice and orange—comprise 
the line. 

The new mixes were introduced 
to food editors and broadcasters 
yesterday in a closed circuit tele- 
vision program emanating from 
Los Angeles which was also seen 
in Chicago and New. York. Art 
Linkletter, long connected with 
Pillsbury advertising, emceed the 
show, and was assisted by Mr. 
Gerot and Ruth Andre, head of 
Pillsbury’s home service center. 

Leo Burnett Co., Chicago, is the 


director, becomes assistant director under Mr. Dougherty. 


cake mix agency. 
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per line, minimum charge $5.00. Cash with order. Figure 
) 30 letters and spaces per line; upper & lower case 


two lines for box number. 


$16.50 per column inch, and card discounts, size and frequency apply. | 


HELP WANTED 


POSITIONS WANTED 


ART DIRECTOR 
Experienced man for established upstate 
New Pas ot agency. Layout ability (roughs 
thru i-comp),. some finished art (wash 
& line), knowledge of mechanicals, capa- 
ble of fellow-thru supervision. Interesting 
range of jobs including space ads, litera- 
ture, etc. Profit-sharing plan. Send all 
details, including samples and salary ex- 
pected, in first letter. 

Box 8817, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 17-1991 Chicago 


COPYWRITER—preferably with an en- 
gineering background and a youthful 
creative imagination to write industrial 
copy that stands up to Starch and says 
“Stop. Look. Read.” Variety of clients, 
some ‘catalog work, some consumer. Sal- 
ary plus bonus plus opportunity to some- 
day own a part of this well known Cin- 
cinnati agency. Write in confidence. 
Box 8838, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CIRCULATION WOMAN 
Publishing House in Chicago Loop has 
opening in circulation fulfillment depart- 
ment for an experienced woman knowing 
ABC procedure. Many company benefits. 
Call Financial 6-5380, Mr. Olin. 
ARTIST—must be creative “idea man”— 
for large New York printer, specializing 
in packaging, labeling, and identification. 

Box 8819, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ADVERTISING MANAGER 
with consumer product experience by 
cosmetics manufacturer. Must have crea- 
tive ability and be capable of handling all 
phases of advertising from liaison work 
with our agency to developing complete 
sales campaigns. Should be familiar with 
mail order technique, particularly plan- 
ning, testing and analysis. Not over 35. 
An unusual opportunity for advancement 


YOU'VE BEEN LOOKING FOR ME!! 
Bright idea man-copywriter for NY agen- 
cy. 23, married, Vet, Univ. Grad. Comm. 
radio TV writing-Prod Bkgd inc color-TV. 
Avail for intrvw any Sept date. You say 
when! Resume. I'm NOT stagestruck! 

Box 8822, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
GRAPHIC DESIGNER A.D. Sales creating 
award winner. Ten years exper. ads, 
booklets, books, periodicals. Know type, | 
a Plan, organize magazines. Sal- 


ary $16, 
Box x 8823, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ART DIRECTOR-DESIGNER 
Top level experience with all media. 
Box 8824, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
AGGRESSIVE ADVERTISING MANAGER 
Proven promotional ability. Multi-million 
dollar industrial budget, major agency 
and national account supervision experi- 
ence. Successful group performance in 
auto, foods and petroleum fields. Age 35. 
Family. Agency inquiries also welcomed. 
Box 8825, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


POSITIONS WANTED 


AVAILABLE IMMEDIATELY 
OUTDOOR SPECIALIST 
Twenty years well rounded outdoor ad- 

vertising experience. 

10 years Pres. & Sales, 24 sheet poster. 
and painted bulletin Corp. 

byes practical knowledge all phases 
of outdoor advertising including, agency 
contact, sales (national and local), leas- 


service. 
Particularly strong on ideas, design and 
layout. Can execute first class lettering 
and pictorial art. 
Desire position with company or agency 
in need of top-flight man with above 
background. 
Interested in stock purchase arrangement. 
Age 43 years, married, family. 
Box 8826, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
DO YOU WANT SALES 
—OR PROMOTION OF SALES IN 
WISCONSIN AND MINNESOTA? 
| Backed by 25 years in the planning, pre- 
| paration, selling and promotion of adver- 
tising and advertised products, this ex- 
perience could be valuable for anyone 


wanting a real job done in these two : 


states. Permanent Wisconsin resident. 
Write for resume. 
Box 8827, ADVERTISING AGE 


_200 E. Illinois St., Chicago 11, Illinois 

MEDIA BUYER—MEDIA RESEARCH 
Responsible woman, 12 yrs. diverse agen- 
cy buying and research experience, con- 
sumer and industrial accts. Anxious to 
head small dept. or assist in larger agen- 


cy. 
x 8829, ADVERTISING AGE 
200 3 *nlinois St., Chicago 11, Illinois 


INVESTIGATE THIS POTENTIAL 
ADVERTISING/PUBLIC RELATIONS 
MANAGER, ACCOUNT EXECUTIVE 


Now employed by small agency as a 
copywriter and account servicer, princi- 
pally for industrial advertising but also 
for some consumer TV work. Present 
work involves planning and developing 
individual ads, complete campaigns, bro- 
chures, technical literature, as well as 
basic account planning. Work directly 
with agency principal, client’s ad manag- 
er and management. 
Widely diversified background that's ba- 
sic to successful advertising and public 
relations includes writing and photogra- 
phy that sells: picture-story articles, writ- 
ing and photo illustrating for industrial 
advertiser, directing publicity for finance 
ign, supervision of Navy public in- 


to top management level. Give 
details and salary requirements in ‘first 
letter to 

Box 8820, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 
JOB — 


‘or 

CREATIVE TALENT 
ADMINISTRATIVE sieeeae 9 ay 
MOLENE mn 3-4424 
Bankers Bldg. Chicago 3. 


ARTISTS 
wan are looking for an experienced artist 
ho has a longing to get away from the 
maaery go round of Big City activities. One 
able to do crisp creative layout - produc- 
tion - and some illustration. Our offices 
are modern and air conditioned. We offer 
an opportunity to progress with an ag- 
gressive, hard-hitting advertising agency 
which is going places. 
Box 8821, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING SALES MANAGER 


formation office, editing Navy newspaper, 
three-dimension slides for sales aids, and 
color slides for a railroad safety program. 
Advertising major, Missouri University, 
honor graduate. 

Young (29), married, and eager to work 
with progressive, forward thinking organ- 


MARKET RESEARCH 

Young, married Vet; BBA, Adv. research 
exper., desires Market Analysis position 
in New York City-Northern NJ. area. 

Box 8831, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
MEDIA PROMOTION V.P. 

Authored OWNERSHIP MOTIVATION for 
a leading business magazine. TOTAL 
MARKETING STRATEGY for an adver- 
tising trade magazine. NOWADAYS THE 
LITTLE WOMAN KNOWS WHAT'S 
COOKING for a top News magazine... 
and held key positions on consumer and 
trade magazines, radio, TV and newspa- 
per. Can head up, back up or “BE” your 
promotion department—and put a whop- 
ping lot of revenue-producing promotion 
tools to work for you! 

Box 8834, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 

PUBLISHING 

Five years as assistant editor, assistant 
business manager, and production manag- 
er make unusual combination of creative 
with practical. Agency experience. Liberal 
arts degree. Art school graduate. 

Box 8836, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ization where my ability and p 
capacity won't be cram 
Box 8830, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
INDUSTRIAL PUBLIC RELATIONS 
Six years industrial and agency expr. 


Box 8832, 
200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT SUPERVISOR 


$20,000 
Well-known 4-A midwest agency seeks 
top-drawer group supervisor. Must 
have a solid history in facial soaps or 
related products. Splendid opportuni- 
ty. If qualified, contact me in con- 


For fast growing aviation trade publi 
tion. Young - energetic - top agency con- 
tacts. Willing to travel. Salary open. 
plies confidential. Headquarters ape 
Box 8835, ADVERTISING A 
480 Lexington Ave., New York 7 PNY. 


GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH AGEN NCY 
202 S. State hicago 4 
WaAbash 2-5020 


The SHOW-HOUSE com- 
pany is setting up a Chicago 
office and is looking for the 
“right man” to manage it and 
be responsible for new busi- 
ness and client service in the 
mid-western territory. 


About us: SHOW-HOUSE 
started with an idea four 
years ago and has grown— 
without a sales staff—to this 
extent: 110 advertisers signed 
up, represented by 78 agen- 
cies. We have four properties: 
SHOW-HOUSE, appearing 
in The Saturday Evening Post 
and Living for Young Home- 
makers; BEST IN THE 
HOUSE and BEST FOR 
BABIES in Good House- 
keeping; WESTERN OPEN 
HOUSE in Sunset. All are 
four-color editorialized 
spreads that present and co- 
ordinate the products of sev- 
eral participating advertisers. 
We package the entire pro- 
motion, including copy, art, 
and merchandising. 


YOU MAY BE THE MAN 


About you: You must be able 
to contact advertisers (mostly 
in the home products field) 
and agencies, describe the 
benefits of our program, sub- 
mit a proposal to feature the 
advertiser’s products, suggest 
a merchandising plan to back 
up the promotion. Therefore 
.... you need the knowledge 
of a marketing manager, the 
sales sense of a sales man- 
ager, the stick-to-itiveness of 
a good space salesman, the 
merchandising mind of a 
merchandising expert, the 
creativeness of a top-notch 
idea man, the broad scope of 
a good account executive or 
advertising manager. 


A tall order, we know. But 
we want the right man... 
and you may be the man. 
We'll interview in Chicago. 
Write, don’t call .. . Charles 


H. Albin, Direc- 
tor, SHOW-HOUSE, 555 
Fifth Avenue, New York 17, 
New York. 


INDUSTRIAL PUBLICITY MAN 
Experienced publicity man with wide 
technical background in electronics, ra- 
dio, hi-fi, TV, engines, and chemistry 
seeks publicity post with agency or in- 
dustry. Professional writing ability, ex- 
cellent press relations, strong merchandis- 
ing sense. Can set up complete publicity 


ee 
x 8837, ADVERTISING AGE 
200 = *ulinois St., Chicago 11, Illinois 


SORRY 


All I can do is create and illus- 
trate ads, booklets, etc., that sell 
other women like magic. Over 
20,000,000 women national follow- 
ing. CEntral 6-0628, Suite 1240, 30 
w. ashington St., Chicago 2. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
167 NM. LASALLE. CHICAGO menos 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


‘publication seeks California-west 


| City, Kansas. 


‘ing, erection, audit circulation and field | 6Gy, 


COPYWRITER 
SEEKS STIMULATING 
CREATIVE CLIMATE 


You couldn’t ask for a nicer place to 
work than —nice 
boss, nice 

Midwestern city. 

a real, deep-down creative 


a move because I 

t grow nnmmigen I 
want to work for an agenc 

takes real pride in its creative > out- 

which has an out- 


the usual from its. creative people. 
ita bec y that has arrived where 
_ = ~* of its creative per- 
word—a _ creative 

a oe San 


cy that hires me 
with 


t to find the kind of 
I'm ooking for in New York or 
either and am prepared to move to 
either si: Like to know me ae 
Box 198, Advert 


Ave., New Yor it N. ? 


REPRESENTATIVES WANTED 


Wanted: West Coast Representative 
Progressive-young specialized agricultural 
coast 
representation. National rep should be 
serving agricultural accounts now. Call or 
| write: Irrigation Age, Box 447, Dodge 


Open for “CALL A DAY” Publisher's 
Reps. Calif. Ill. Midwest Areas. 
COMM. HOME COMFORTS WHOLE- 
SALER—25 E. 10th St. N.Y. 3, N.Y. 


YOUNG ADV. SPACE REP. WANTED 
Sectional farm publication desires young 
man for sales staff. The man we want, 
should be young, personable, energetic, | 
with a keen DESIRE TO SELL. We will | 
start you at low salary for short training | 
period. Earnings will merense monthly as 
accounts are i i able travel. 
Excellent future. one single man with 
ad agency or farm magazine sales ex- 
perience. Farm background or statistical 
training helpful. 
Box 8828, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


REPRESENTATIVES AVAILABLE 
EASTERN AD REPRESENTATIVE 
. worked top consumer and trade media 
over 20 years in exec’ capacity, dealing 
with 4A agencies. Have established NY 
office. Highest refs. Open for concentrated 
representation additional magazine. 
x 8812, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Cleveland rep offers creative selling ex- 
perience in Ohio, Pittsburgh, Detroit to 
established trade publisher. 
Box 8833, ADVERTISING AGE 
200 E. _ Mlinois St., Chicago 11, Illinois 


MISCELLANEOUS 
OFFICE SPACE FOR RENT 

Freeport, Nassau County, Long Island, 
N.Y.—6,500 square feet, second floor. Am- 
ple toilet facilities, heat furnished. Heart 
of suburban south shore. 

from LIRR station and bus depot. Ideal 
for direct mail or advertising agency. 
Principals only. Reply 

Box 8900, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y.\ 


The Midwest's 
eutstonding placement 


BIRCH 
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New Book! 


“MONEY MAKING 
USED CAR ADVERTISING” 


by Wakeman 


| car dealer accounts? This 
will help. Gives complete and 
practical guidance. Written for 
practicing used car advertising 
=. Baced on intimate knowl- 
4—F research and testing. 
Price $9.95. Special 

rice if ordered 

AY FREE EX- 


bert Press, 1351 AA Post Street, 
San Francisco. 


service for Adv. - Art & 
allied fields. 


By appointment only 
59 E. MADISON + SUITE 1417 
CEntrel 6-5670 P 


Executive 
Placement 
Counselors 


* _ 


WANTED: 
YOUNG CREATIVE LAYOUT 
MAN WITH A HEAD 
ON HIS SHOULDERS 


If you can make layouts that 
interpret a copywriter's ideas, 
have some experience but are 
ready to advance to handling 
specific accounts under the 
Art Director of a large 4-A 
agency in the Middle West... 
tell us about yourself and your 
salary ideas. Agency has out- 
standing pension and profit- 
sharing plans, insurance, etc. 
Box No. 201, Advertising Age, 
200 E. Illinois St., Chicago 11, 
IMlinois. 


ei 


Chicago 11, Illinois. 


SALES PROMOTION & MARKETING EXECUTIVE 
— Available Immediately — 


Developed and supervised complete sales promotion plans 
for marketing products in these general classifications: 


air conditioning & heating - metals & metalworking 
oilfield & construction equipment - building materials 
hardware & machinery - farm equipment & supplies 


Programs included research, merchandising, publicity, 
and all media except TV. Broadest agency experience in 
account administration, client contact, budgets, copy & 
creative services. Five years sales promotion with leading 
manufacturer. Technical education; sales & engineering 
background. Box 200, Advertising Age, 200 E. Illinois St., 


> 


samples of your work, euesas 


OUR CLIENTS HAVE 
WONDERFUL OPENINGS 
Send one-page biographical, career résumé, salary expected and 


Fashion Art Director rea. 


Art Director fa coal : 


Chicago. 
Advertising Manager 
Layout Artist — Man or woman. Large Chicago retail store. Promotional, 


volume ee: 


Food Layout Artist — 


Copywriter chance for promotion. 
Advertising Manager 


products firm. To $10,000. 


to supervise 
— olds). Ant to Adv. Mer. Lae 


=, Mam or woman heading up 
modern office 


city. Prefer man. 


i Oe Ser 
— WwW erred. For | i 
oman pref Prefer department store experience.” 


— Unusual 
routemen experience, with topfight Chicago 


ae Dept. Supervisor 
men’ > division, handle new 
Fo $7.30. 


See a fully protected. What you send us will be sub- 
mitted directly to clients. No fee involved. Furnish home address 
and phone number. All replies acknowldeged. Every effort made 
to return samples, but cannot be guaranteed. Address: 

Mr. Frank C. Jacobi, 

FRANK C. JACOBI — Advertising, 

53 West Jackson Boulevard, 

Chicago 4, Illinois 


~& -y > & ices oes. 


Branch of Chicago chain, within 60 miles of 
Fine opportunity. 


experience. 
for man with food and 
dairy 


er 


— Large Milwaukee retailer needs man 
(30 to 40) who knows layout, copy, 
» (Xmas, 
$7,500. 
p seaiien, One 
i one 
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BRAND MGR., Nationally 
known cosmetic mfr....... $20,000 


ASST. TO PRES., 


Young-Midwest ........... $ 8,000 
SPACE SALES .......... $10,000 up 
Many openings 


D. ALLEN STEVENS 
DRAKE PERSONNEL, INC. 
220 S. State Chicago HA 7-8600 


Ready to start work by September 
15 to be an integral part of a me- 
dium size market research organi- 
zation. Work includes field travel to 
any city in the U. S. interviewing 
retailers. We specialize in grocery 
and drug product research and are 
located in “million population” city 
in midwest. College graduate, not 
over 30, with military service ex- 
perience finished and willing to start 
at a modest salary to obtain “real” 
experience with growing organiza- 
tion. Box 199, Advertising Age, 200 
E. Illinois St., Chicago 11, Illinois. 


With technical writing ability for 
public relations department promi- 
nent Chicago manufacturer of 
capital goods. Prefer man with some 


desired. Box 202, Advertising Age. 
200 E. Illinois St., Chicago 11, Ill. 


YOUNG WRITER 


New ICC Routine 
Speeds Handling 
of Rail Rate Plea 


(Continued from Page 3) 

,_ the commission has decided to rush 
| through the passenger fare appli- 
cations without awaiting a decision 
on the soundness of the procedures 
,which have led to claims of big 
| passenger train deficits. 

In place of the usual presenta- 
tion of oral testimony—under or- 
, ders just issued by the commission 
|—the railroads will present their 


“Our 45th Year” 
COPY (major . exper., consumer 
‘sm 


goods) $15 to 
TV WRITER, group head OPEN 
AE, TV sets, agcy. exp. OPEN 


ART DIRECTOR, agcy., to $20M 


GLADER CORPORATION 
“The Agency’s Agency” 
Don Harris, Dir. Adv. Div. 
119 S. Dearborn CE 6-5353 Chicago 


WANTED: Advertising ntative 
With headquarters at either Pitts- 
burgh or Cleveland to represent old 
established business magazine on 
comm.ss‘on basis. Territory will in- 
ciude Eastern Ohio, Western Penn- 
sylvenia, and Western New York. 
Please give complete details in first 
letter. x 206, Advertising Age, 
480 Lexington, New York 17, N. Y. 


ATTRACTIVE SPOT IN THE 
SOUTH FLORIDA SUN 
organize and administer all-media agency. 


Transportation experience a prerequisite, 
and applicant must show well-rounded 


experience at m el. 

Initial minimum billing of $1,500,000 an- 
nually is assured for with ample 
resources to set up and s' properly im- 


mediately available. 
In confidence, 
salary expected to 
Box - Ad 


vertisi: Age 
480 ve., New York 17, N. ¥. 


OUTSTANDING 
OPPORTUNITY 


For Strong Sales 
Promotion Man 


We are looking for a capable, 
experienced sales promotion 
specialist. He will occupy an ex- 
ecutive slot in an already large 
and growing Midwestern brew- 
ery. Here the right man will 
have an opportunity to assume 
broad responsibilities in team 
work with congenial, aggressive 
merc. ising and sales execu- 
tives. He is between 26 and 35 
now; has a good business back- 
ground and a healthy past. He 
can quickly prove his ability to 
create practical promotional 
ideas and follow thro’ 

su y- 


He will enjoy unusually gen- 
erous employee benefits and will 
start with an above-average 
salary and a generous expense 
account. 


The man we are looking for will 
have strong consumer pa e 
goods experience; a brewery 
background is helpful, but not 
essential. He will be backed by 
a powerful advertising campaign 
in television, radio, newspaper 
and outdoor. 


Your résumé with recent snap- 
shot will be seen only by 

executive heads of the business. 
It will, of course, be held in 
complete ence; and will 
be returned if you request so. 


This is an outstanding oppor- 
tunity for an experienced young 


man on his way up. If you are 
not y Crested, won't 
you clip this ad and pass it along 
to a qualified friend. 
Address Box Number 203 
ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ml. 


: e — 


/ — = = — = 
} DOUG SMITH, INC. | 
\ . _—_———— ——— 
A complete placement service 
of Ad men, for Ad men... by an Ad mat 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRenklia 2-3280 


CONTACT—COPYWRITER 
For well established medium 
size Chicago agency, to service 
present accounts and solicit new 
business. Industrial experience 
preferred, but not essential. Lib- 
eral drawing account against 
commission. Write full details 
and salary requirements. Box 
204, Advertising Age, 200 E. Illi- 
nois St., Chicago 11, Illinois. 


om FOR FALL 
T DIRECTOR ........--+..--:- 
midwest ad agency. Must 
have agen 
alte (J = Eveewovese To $6,000 
copy decoaee $6,000 to $15,000 
consumer and industrial 
TV-COPYWRITERS .......... To $10,000 
zD __ FeO $5,000 to $7,500 
house 
farm pub. 
RESEARCH ..$8,000 to $14,000 
Ad agencies, mfg. etc. in 
consumer indust: etc. 
PUBLIC Se To $10,000 
Several different fields 
SPACE 5. MEN ...... $4,000 to $8,000 


je 
TECHNICAL WRITERS ..$4,800 to $7,500 
Electronic or mechanical background 
ART SNYDER 

CADILLAC EMPLOYMENT AGENCY 
220 8. State Chicago WA 2-4800 


OUTDOOR 
ADVERTISING 
SALESMAN 


Interesting and SS op- 
portunity to understudy head 
of painted display firm in 
Philadelphia. 


| fer creative man now selling 


Good salary and secure fu- 
ture in top management. Pre- 


this medium. 


Box 205, Advertising Age, 480 
Lexington Ave., N.Y. 17, N.Y. 
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HOWARD SCOTT (left) is director of 
| Howard Scott Associates, new pool 
of artists available to users of out- 
door advertising through Outdoor 
Advertising Inc. (AA, June 20). 
Joseph Campanaro has been ad- 
vanced to national art director of 
OAI to coordinate OAI’s art serv- 
ices with those of Scott Associates. 


case for a fare increase in writing 
by Sept. 4. Opponents will have 
until Sept. 20 to answer in writing. 
After a public session for cross- 
questioning, ICC will be in a posi- 
tion to approve, or partially ap- 
prove, the railroad applications. 
The applications come at a time 
when railroads, on an over-all 
basis, are doing unusually well. 
While their records show sharp 
losses on passenger traffic, total 
|net income after all charges, in- 
|cluding taxes, was nearly $400,- 
,000,000 for first half of 1956. 


® Although this is slightly below 
1953 ($418,000,000) and 1955 
($416,000,000), it is substantially 
better than 1950 ($209,200,000), 
1951 ($260,400,000), 1952 ($308,- 
800,000) and 1954 ($232,500,000). 
ICC’s long range investigation 
deals with the system of fully al- 
located cost accounting which 
traditionally has been used by 
railroads to determine the “profit- 
ability” of each type of traffic. 
The controversy over rail fares 
involves the same sticky account- 
ing issues which have confused 
congressional debates on postal 
rates during the past decade. 
Railroads contend passenger 
service loses heavily, because it 
does not bring in sufficient reve- 
nue to cover the overhead items 
which are assigned to it. This is 
the same technique used by Post- 
master General Arthur Summer- 
field to show a $250,000,000 “def- 
icit’” for second class postage. 


® Those who question the sound- 
ness of the railroad proposals are 
taking the same approach that 
publishers take when they chal- 
lenge the soundness of Mr. Sum- 
merfield’s accounting. 

They contend the elimination of 
passenger traffic will decrease, 
rather than increase, the earnings 
of most railroads, just as publish- 
ers say the elimination of second 
class mail service would not neces- 
sarily mean a $250,000,000 reduc- 
tion in the Post Office Depart- 
ment’s losses. 

With railroad fares increasing 
and service being curtailed, rail- 
roads have fallen rapidly behind 
airlines in the postwar competition 
for passenger traffic. 


[From 9.338 billion passenger 
revenue miles as recently as 1950, 
total rail Pullman traffic dwindled 
to 6.441 billion miles in 1955, AA 
has reported (“This Week in 
Washington,” June 4). Meanwhile, 
airlines, which had only 41.8% of 
the combined rail-air first class 
traffic in 1951, nearly doubled 
their volume. By 1955, airlines 
flew 12.489 billion passenger miles, 
accounting for 66% of the com- 
bined rail-air first class travel, the 
AA report continued. 

Airlines also have been cutting 
sharply into coach travel. From 
zero in 1949, air coach traffic 
reached 6.716 billion passenger 
revenue miles in 1955. On this 
basis, air coach already had out- 
stripped total rail movement of 
Pullman passengers, and was equal 
to 27.9% of total rail movement 
of coach passengers (aside from 


commutation passengers), the AA 
report stated.] 


|@ Latest ICC figures show rail- 
road passenger revenue for first 
half 1956 has been running ahead 
of 1955, with June reports show- 
jing a 3.2% gain over June, ’55. 
| While the Civil Aeronautics 
'Board is moving rapidly ahead 
| with a study to determine whether 
| plane fares should be reduced, rail 
executives know there is no im- 
‘mediate probability of a decision 
|on this in the immediate future. 
The study was undertaken under 
pressure from the House anti-trust 
subcommittee, after an analysis of 
airline profits. Airlines have not 
indicated any enthusiasm for a 
rate cut, despite the competitive 
advantage which might accrue in 


| 


fic. 


® The dangers of the fully allo- 
cated cost accounting system used 
by railroads and the Post Office 
have been dramatized in a telling 
study of railroad finances just 
published by Prof. Stanley Berge, 
of Northwestern University. 

Like the publishers, who say the 
Post Office should be satisfied to 
recover “out of pocket” costs from 
second class mail, Prof. Berge 
argues that railroads ought to be 
content if passenger revenue ex- 
ceeds avoidable costs. 

He says the system of fully al- 
located costs, requiring passenger 
service to pay a full share of all 
the railroad capital investments 
and overhead expenses, causes 
railroads to see “phantom deficits” 
which “haunt” the passenger serv- 
ice and become the basis of de- 
mands for self-defeating fare in- 
creases. 

Profitability of passenger serv- 
ice, he said, is best measured by 
the extent to which revenues add- 
ed by passenger service exceed the 
expenses which could be avoided 
by its elimination. 


® Instead of a $4.8 billion deficit 
for 1947-54, he concludes, passen- 
ger service brought 37 big rail- 
roads $486,000,000 in net revenue, 
in excess of any saving achievable 
if passenger traffic had been elim- 
inated. 


His thesis is that railroads must 
strive for optimum utilization of 
capital and manpower in all serv- 
ices. 

“Just as the farmer finds it 
profitable to produce additional 
livestock, increasing the utiliza- 
tion and yield of his farm, most 
freight carrying railroads addi- 
tionally produce passenger train 
services and thereby increase the 
utilization and profitability of 
their facilities,” he says. 

Continued abandonment of pas- 
senger service—and consequent 
failure to obtain maximum “route 
utilization”—will impose added 
costs on freight service, he warns. 


British Plane’s 
U.S. Sales Trip 
Keeps Ads Hopping 


(Continued from Page 2) 
and jets.” 

The ad campaign for the new 
plane originated in the London of- 
fice of Y&R. Henry Woods of the 
Bureau of Industrial Services, 
New York, (Y&R’s pr subsidiary) 
went to London to help plan the 
introductory campaign. Local of- 
fices of Y&R are handling the 
publicity at each stopping place 
of the Britannia. 


‘Brooklyn Daily’ Offers Stock 

The Brooklyn Daily, launched 
in January to replace the defunct 
Brooklyn Eagle, is offering 450,000 
shares of capital stock at $1 a 
share. Money from the stock sales 
will be used for “improvement and 
expansion.” 


the competition for passenger traf- 


95 


Englander Hides 
$100,000 in N.Y. 
(Under Mattress?) 


(Continued from Page 2) 
the precise location of the hidden 
draft. 

Ira M. Pink, Englander presi- 
dent, disclosed details of the pro- 
motion at a company sales meet- 
ing in New York last week. The 
salesmen will brief dealers on 
details before opening of the con- 
test and provide them with identi- 
fication material. ¢ 

The Englander advertising de- 
partment, headed by Richard W. 
Girwin, is making available news- 
paper mats in various sizes for 
retailers who wish to tie in closely 
with the treasure hunt. 

News and clues also wili be 
aired on radio, via WNEW, WMCA, 
WINS and WMGM. 


381 chapters of 
JIM WOOLF’S 
Advertising Age articles 


One of the most widely-read 
features ever to appear in ~ 
Advertising Age, The National . 
Newspaper of Marketing, is 
James D. Woolf’s column, 
SALESENSE IN ADVERTISING. 
Many agencies and advertis- 
ers have urged us to make his 
articles available in perma- 
nent book form. Says James 
Webb Young, former AAAA 
president and founder of the 
Advertising Council: “You 
will never find Jim Woolf dull. 
He always has something to 
say which is interesting. And 
he has a gift for saying it pith- 
ily. What is more, he has con- 
victions. And convictions are 
what makes writing vital.” 
Single copy price, $5.95. 
Money-back guarantee. 
Send for you. copy of SALES- 
SENSE IN ADVERTISING 


now Mail coupon below. 
NY 


Salesense 
In 
Advertising 


ADVERTISING AGE 
200 E. Illinois St. 


Chicago, Il. ds 
da a copy of SALESEN 
SDVERTISING at $5.95, including 
tage. If I am not satisfied after 
PB Gays examination, I'll return the 
boek and owe you nothing. ‘ 
My Name 
Company 
Address. 
City 
Oo $5.95 enclosed [j Bill me later 
0 Bil my firm later 
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State 
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